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For spectacular profits through March 31 


® A smash hit when featured with Leilani alone. 


® Now offered in four additional pattern favorites: Reflection, Spring- 
time, Heritage and Flair. 


A 54-piece service for eight in a deluxe $18 chest. All for just 
$89.75 retail. Without chest, $79.75. 


Colorful, customer-stopping display fits any counter, sets up in 
seconds. 


lake full advantage of this sales-stimulating Spotlight Spectacular. 
Order without delay. Call your Approved Wholesale Distributor. 


1847 ROGERS BROS. 


America's Finest Silverplate 
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MADE ONLY BY THE INTERNATIONAL SILVER ¢ MERIDEN, CONN. THE SILVER 


LEILANI 
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Diamond 
is a major 
purchase, treated 
with great respect by 
” a both ajeweler and his custo- 
“ao mer. Very often, a major sale hinges Round 
| on the selection that the jeweler offers, or 
the stones he is able to obtain quickly to show his 
customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has \ 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 


K-16. 


Importers 


AnD 


Tackters 
of Pe mM tamonds 
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This month we are pleased to join with 
the industry in commemorating the 
30th anniversary of the Gemological 
Institute of America. Starting on page 
113 of this issue, you will find a special 
section on GlA—telling what it is, what 
it does, and what it means to you as a 
retail jeweler. Also in this issue, on page 
64, is a revealing exploration of the pros 
and cons of revolving credit. For an ex- 
citing look at that bustling, booming 
jewelry center, turn to page 70 and take 
a trip down "Fabulous 47th Street.’ And 
if you want to find out about spring 
fashions, see page 67 for “The Big 
Story.” 


Revolving Credit, by Alan C. Webber 64. 
Fabulous 47th Street 70 
30th Anniversary Salute to GIA 113 


Briefly—Late and Important 174 


MERCHANDISING AND PROMOTION 
The Big Story in Spring Jewelry, by Jerry Gewirtz 67 
Brighten Your Windows with Inexpensive Art. 
by Virginia Dixon 
Rejuvenate Those Old Store Fixtures 80 
Controversial New Year Due in Consumer Credit, 
by William Wagner 


GIA: WHAT IT IS AND DOES 


\ Diamond-Studded Milestone 115 
Can Lessons by Mail Really Make Better Jewelers? 116 
What’s Done at the Labs 134 
Riddle-Solvers at Work 146 
ge Human Side of GIA 152 
) and A’s about GIA 16] 


TABLE ACCESSORIES 
Tabletop Fashions 105 
Traditional Edges Contemporary in Current Tableware Popu- 
larity, by Jerry Gewirtz 108 
TECHNICAL 


Another Look at Gems in London, by Dr. Frederick H. Pough 76 
Servicing Bulova’s “Accutron,” Part IV, by Henry B. Fried 210 
Workshop Questions and Answers 216 


Fk ried’s Collectors Corner 217 


DEPARTMENTS 


They're New 32 

Letters 48 

Speaking of the Jewelry Trade 61 
Design Page 78 

News 179 

State of the Jewelry Business 193 
Executive Appointments 201] 
Coming Events 202 

Obituaries 203 

Personnel 204 

Manufacturers’ News 205 
Editorial 224 
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Peg Your Sales Higher with New General Electric Clocks 
New Styles, New Features, New Displays 
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Versatile “Peg-It” Display 





Be ee Hooks on standard pegboards 
New Clock Pe Full cut out numeral. Full vision Holds clock cord out of sight 
B crystal. Beige, red, yellow. New For any General Electric wall 


“RON BON’? “Bon Bon’’ display holds 3 clocks. S$ 98 or alarm clock 





Fits compactly in small area. De- Dresses up displays, reduces 
tails from your distributor. 2119 breakage, pilferage 


. 
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New Lighted Dial 


- RISER’’ 7279-K New Color, New Package Peg 








Sell the General Electric P Popular “‘Room-Mate’’ Alarm now in $498 


‘Riser’. Our lowest priced * 98 s ivory and pink. Comes in see-thru 
clock with lighted dial! a 


bubble pack.{ Luminous $1 more.) 71223 





* 2 Pea ie 


General Electric Company Clock & Timer Department, Ashland, Massachusetts / hogress ls Our Most Important : roduct 


All prices are manufacturer's suggested retail prices—plus applicable taxes. G 4 N 7 g A L se) r LE CT Q | C 
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MORE for YOU at K&B! 


MORE DIAMOND SALES... with better mountings 
MORE VARIETY ... largest selection in the world 
MORE TO HELP YOU SELL... dealer aids, promotions 


1961 can be your 
"greatest diamond year if you make K & B rings 
an important part of your plans 


“Diamonds of fine quality deserve K & B mountings. All others need them.” 


Newest Trio Styles 
se © et cy Lock: Dinner 


Bride & Groom Duos 
Rings 


OTe 
Bridal Set 


OVER 1000 STYLES 
Mtg. No. 111B/ 47130 
Wed. ring No. 5/ 47130 


Mtg. No. 148/2472/1 
Wed. ring No. 45/2473/1 : Big selection of finger rings 
Man’s wed ring No. G2473/1 


Man’‘s wed. ring No. 6015/1 
Ladies wed. ring No. 6014/1 


. 
®eeeeeeeeeeeeeeeeveeeeeee@ SPeoeceeeeeeeeeeenesesesesesd eeeeee8 


Nis “Struck 


- Florentine Men’s Rings 
Z 
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“Perfect” \Ring Findings y 
| . Pendants. - 


e@eeeeceoeaeaee @eeee eee 


Setting 
No. 122 
Dozens of 
styles in 
settings. 


_ Shank No 

i vARr. 
Hundreds 
of shanks 


. No. 9351/1/214]1 
| No. P239 m Huge assortment of men’s 
Almost 100 styles = e diamond and stone 


2 > 
to choose from ° e rings 


Karlan & Bleicher, inc. 


Creators, Designers and 
Manufacturers of Perfect Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


’ OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
Now available STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


ences = Phone: JUdson 6-6700 
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4 ABRIKANT BROTHERS tc. 
The House of White Diamonds'’ 


1200 AVENUE OF THE AMERICAS 
NEW YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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RING? 


ON SELLING YOUR STORE OR STOCK? 
~~, 
Don’t forget these intangibles ... 
they add up to DOLLARS AND SENSE! 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


Speed depends on CAPACITY! A firm's 


capacity to buy your store and pay cash 
at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don’t compromise it! 


Vd swelers 


it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY’ STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “‘DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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MARCH is WATCH Ing, 


WANNA) THE EYES or MARCH 


(Beware. not to miss your share.) 


As National Watch Inspection Month turns all eyes to watches, here is your chance to really 
promote peak Service Department business. Beware, not to miss your share. Get these W.1.M. 
seeietese cians materials predliwondts for you: @® 4-color window card ®@  easy-to-fix store and 

lisp! ayouts and copy for local newspaper ads @ radio andtvcopy ® 


the official watch inspection symbol and slogan for use tn all your 

dverti c ideas for turning service jobs into new watch sales. Your customers will 
be reading about Watch mune Month in newspaper stories and in special advertising by 
leading watch distributors and suppliers. But only you can bring the fullest benefits of this 
promotion to your store! If your Watch Inspection Month Kit does not arrive by the end of Feb- 
ruary, write to: American Watchmakers Institute, 18465 James Couzens, Detroit 35, Michigan. 


ede 
¢ * 74 


THE WATCHMAKERS OF SWITZERLAND 
c/o SUITE 1105, 730 FIFTH AVE., N. Y. 19, N. Y. 
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Sheaffer’s introduces America’s 


It’s New! A full-size pen when you write... 


NEW CONVENIENCE! Opened for 
writing, Sheaffer’s compact cartridge 
fountain pen is full size—and holds a 
giant cartridge of Skrip writing fluid. 
Yet closed, it is small enough to fit 
handily into any purse or shirt pocket! 
The pen offers a new lightness and 
handling ease that makes writing 
more comfortable. 


NEW CLIP! A strong steel innerspring 


helps the clip grip firmly to any thick- 
ness of fabric and prevent loss. 


NEW POINT! 14K gold... precision- 
ground in a choice of writing styles... 
and molded into the barrel for smooth, 
effortless writing whether you apply 
light or heavy pressure. 


NEW SEE-THRU WINDOW! 


Sheaffer’s compact pen shows ink sup- 


ply at all times, ends the worry of 
running dry. 

HOLDS KING-SIZE CARTRIDGE! 
The pen is compact, but ink supply 
is big! Pen refills Sheaffer’s clean, easy 
cartridge way. 

NEW LUXURY! Clip and band are 
genuine gold-filled, an importantsales 
feature, particularly when customer 
is selecting a gift. 





first compact cartridge pen 


a full inch shorter than usual pens in purse or pocket 


NEW PROFIT OPPORTUNITY FOR YOU! Pen sells for $10, match- 
ing pencil for $4.95. Here are three reasons you can expect dzg sales 
volume: 1) the new cartridge pen offers more features than pens 


twice the size or twice the price; 2) Sheaffer’s “Controlled Dis- 7 
tribution”’ policy protects your volume (this . a FEAF - + 

pen is not sold through discount houses, \ 

5 ee eee eee a ‘ 9 

catalog houses, etc.); 3) big advertising cam = has more “news for you! 


paign, including television, will build con- 


sumer demand. Get the facts from your ™ aa eee Lurn the page | 


Sheaffer representative. 











More good news from Sheaffer’s 











Two new profit-packed fountain 


PCS Sheaffer’s new Imperial series offers your cus- 
tomers the latest in modern styling and traditional crafts- 
manship. Features include 14K gold inlaid point... 
gold-filled clip and band...loss-proof innerspring clip 
. single-stroke Touchdown filling action. Pens sell for 
$12.50 and $17.50 (matching pencils $5 and $7.50). 











Two new profit-packed ballpoints 


For your customers who are looking for something better 
in a ballpoint pen! Both feature the exclusive new Re- 
minder Clip that makes it impossible to clip pen in a 
pocket without retracting the ball. White Dot model at 
$3.95 features gold-filled clip and band. On the $2.95 
model the clip and band are of precision-finished steel. 


SHEAFFE 


©1960, W. A. SHEAFFER PEN COMPANY, FORT MADISON, 1OWA © SHEAFFER PENS * MaiCO HEARING AiDsS 





EVERY DUCHESS AUTOMATION 
IS COMPLETELY MANUFACTURED 


IN THE BERS AR CFrTaAarTre 


yet they cost no more than most imports! 


® 
This is American ingenuity at work! This Duchess AUTOMATION 
that makes possible the manufacture of a truly superior quality 
ADJUSTABLE band .. . superior in finish, styling and performance. 


COMPARE AND JUDGE FOR YOURSELF! 


TIVViiaae AUTOMATION means superior American 
quality (eliminates possibility for costly human 
error)! 


MBE Every AUTOMATION is manufactured 


with Duchess’ proven Custom-Size adjustability! 


yeas lem Beautiful and creative American styling 


for American tastes! 


AUTOMATION watchbands reflect the most 
brilliant mirror finish in the market! 


Zao «Duchess AUTOMATION expansion 


links are manufactured completely of stainless 
steel including the rivets and springs, making 
them completely waterproof (ideal for skin- 
divers)! 


Taueae All AUTOMATION watchbands are made, 
stocked, distributed and serviced in the United 


States. No waiting for new shipments — no run- 
ning out of styles! 


he Sed Duchess backs up these fabulous 


bands with their exciting line of ladies’ and men’s 


Custom-Size . . . covering every style and price 
AUTC MATION range. Duchess — your one dependable source 
UchCss 0 ‘ for every watchband need. 


WATCHBANDS 


SOLD THROUGH YOUR WHOLESALER. 
6 99 Be sure to see the Duchess AUTOMATION Write today for the name 
of your nearest Duchess wholesaler. 
uchess JEWELRY MFG. CORP. 


300 Observer Highway Hoboken, New Jersey 
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THE MOST ELECTRIFYING NEWS OF THE YEAR. vou 


my SC/ENTIFICALL 
REVISED 


Ce oe Cte co.,inc. 
Vhe Toute of Vihlaile 130 WEST 46th STREET, NEW YORK, N.Y. 





2:Slice TOASTER 


NO LEVER TO PUSH! Bread lowers 
automatically. Pops up high when 
done... perfect toast every time. 


2-Slice Powermatic Toaster 
Model 1B16......$29.95* 


3-Slice 
Powermatic Toaster 
Model 1C4. . .$34.95* 





®@ Non-striping bread guides 


® “Process-wound” mica 
elements 


@ Motor-cushioned 
toast lift 





@ Triple-plated 
finish 


ts 


DURABLE 
® Toast TRIPLE-PLATED 


FINISH 
control 
dial 





® Self-adjusting 
Superfiex® timer 


7} PUSH-BUTTON a 
S HINGED 
® Powerful electric motor | CRUMB TRAY 


lowers bread instantly 
* Recommended retail prices. 





Mr. Retailer: 


GET THE COMPLETE 


“INSIDE STORY” 


ON THIS TOASTMASTER TOASTER 


Just drop a postcard to Advertising Dept. 
Toastmaster Division, McGraw-Edison 
Company, Dept. 82, Elgin, Illinois and 
ask for the ‘Toastmaster Sales Training 
Kit. We’ll also send you information on 
how you can get a Toastmaster Toaster 
for your own home. Write today! 











- 


MATCHED AND BALANCED 
LONG-LIFE ELEMENTS 





“TORTURE -TEsTED” 
ELECTRIC MOTOR 

















, SUPERFLEX 
TIMER 


THE FIRST TOASTER IN THE WORLD WITH AN 
ELECTRIC MOTOR THAT AUTOMATICALLY 
LOWERS THE BREAD, STARTS IT TOASTING 
AND SERVES IT UP FAST! 
ot 6900 
(\(\() & Our famous hallmark ... 
2A. symbol of outstanding quality 


Srma® 


TOASTMASTER’ 


““TOASTMASTER”’ is a registered trademark of McGraw-Edison Company, 
Elgin, Ill. and Oakville, Ont. © 1961 


TOASTMASTER DIVISION [MUIMLIAA 
McGRAW-EDISON COMPANY [SHINO ITS 





Proved 
in the 
white heat 


of 
the 
crucible... 


Infinite skill, constant supervision, great ol gicl-m is mmeoli am el gelol lion ate 
tiie dal -t-1-MeloMilahde MR dal-mm olgelelllondlols Moh MiG] —Jal-ia- liad !- hme Cle}loMi alll -loM-jal 130m diame late adele) lale F 
Bol -talmotolasl-t-mndal-mmilal-l Mn ¢-t-) ance) ame ler-linae 
In the white’ heat of the crucible over 5,000 samples a year-are meited for assay. 
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It is this extra care which insures that our customer receives 
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Texas | -,/ INSTRUMENTS 
INCORPORATE ODO 
METALS & CONTROLS DIVISION 


AT ! be MAS 4 ‘ we. © -~ 


GENERAL PLATE PRJDUCTS 


METALS & CONTROLS SUPPORTS THE GOLD FILLED MANUFACTURERS ASSOCIATION. AND ITS PROMOTIONAL PROGRAMS 
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exclusively NEW. excitingly different 
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Proved! In every section of the country. 
The most reliable, most important hand- 
book of its kind ever put at the service 
of the jewelry iridusiry. It is filled with 
information the industry needs but can’t 
find through any other single source. 
It is 100% verified; every fact supplied 
by a responsible individual at every 
company listed. The nature of its con- 
tent makes the JC-K Jewelers’ Directory 
Issue a year-long, day-after-day working 
tool for every jewelry industry member. 


Advertisers are assured of a great and 
alert audience of active buyers. The 
circulation of over 22,000, like the data 
in the Directory sections, is also veri- 
fied! The day-after-day traffic through 
this issue offers not merely billboard 
advertising; but buying traffic from 
people actively in search of merchan- 
dise needed to satisfy customers. 


Over 22,000 buyers throughout the in- 
dustry have come to depend on the 
JC-K Jewelers’ Directory Issue to sup- 
ply them with the buying information 
they need day in, day out —all year 
‘round. Be sure your sales message is 
placed before the eyes of those who 
will be using the 1961 edition. Closing 
date for space reservation is approach- 
ing. Get in touch with your nearest 
JC-K office now for full particulars. 


JC-K JEWELERS’ DIRECTORY ISSUE 


(Published mid-year) A Chilton Publication 
THE JEWELERS’ CIRCULAR-KEYSTONE—Chestnut & 56th Sts., Phila. 39, Pa. 
SHerwood 8-2000 


New York Providence Chicago Los Angeles San Francisco 
100 E. 42nd St. indus. Bank Bldg. 360N. Michigan 198 S. Alvarado 1355 Market 
OXford 7-3400 GAspee 1-5281 RAndolph 6-2166 . DUnkirk 7-4337 UNderhill 1-9737 


Copyright by RAND MCNALLY & COMPANY, R. L. 60v76 








Completely 
self-contained 
in attractive 
plastic case 


The all-new 


»Cord retracts 
Metouch of button 


Convenient mirror 
in Case cover 


Two flashlight 
batteries slip into 
hinge cormpartment 


Handy brush sweeps J 


away whisker dust 


Sportsman 


The shaver that packs its own power! 


Get into the Big Profit Picture with 
the all-new, battery-powered Sports- 
man. It’s the latest addition to the 
Norelco Profit Line, fastest -selling 
line of shavers in the U.S.A. 

The all-new Sportsman with 
such world-famous Norelco features 
as self-sharpening rotary blades and 
quick, easy ‘flip-top’ cleaning is a 
sure-fire best seller ...an ideal gift 


item. Watch it sell to hunters, fish- 
ermen, skiers, servicemen, salesmen 
—every man on the move! 
Tremendous advertising weight 
will be aimed at all these prospects 
in a separate Sportsman advertising 
campaign. Hundreds of ads will ap- 
pear in sports, outdoor, household 
and servicemen’s publications ...a 
total of thirty! PLUS strong week- 


New Sportsman, SC 7930 


New ‘floating head’ Speedshaver, SC 7560 ac/p 
‘Flip-top’ Speedshaver®, SC 7912 World’s largest seller, ac /p« 
Lady Norelco, SC 7788 ac, 


in, week-out support in our regular 
television, magazine and newspaper 
schedules throughout the year. A 
continuous Big Picture of Norelco 
profit - building ! 

Stock and display the great new 
Sportsman along with the entire 
Norelco Profit Line. Tell your cus- 
tomers about it. It’s packed with 
plenty of selling power! $1995 


(less batteries ) 


New low price $19.95 complete (batteries not included) 


$29.95 
$24.95 
$24.95 


The Noreko profit line 


Norelco Coquette, SC 7787 ac/pce— $17.50 


NORTH AMERICAN PHILIPS COMPANY, INC., 100 E. 42nd St., N.Y. 17, N.Y. Norelco is known as PhiliShave in Canada and throughout the rest of the free world 


20 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 





PATENT WARNING 


A Message to Retailers, Wholesalers, and Manufacturers 


The SPEIDEL TWIST-O-FLEX brace- 
let is covered by United States Patent 
No. 2,689,450 under which Speidel has 
the exclusive license. Only Speidel 
and its sub-licensee, Forstner, Inc., 
are authorized to manufacture and 
sell this patented construction in the 
United States. All licensed bracelets 
are marked “PAT. 2,689,450”. 

Speidel is determined to sue all 
infringers of this patent for damages 
and injunctions. 

On March 22, 1960, the United 
States District Court for The District 
of Arizona held this patent valid and 
infringed and enjoined further in- 
fringement. 

We suggest, therefore that whole- 
salers and retailers of watches, watch 
bracelets and identification bracelets 
insist upon seeing this patent number 
on the bracelets or consult their law- 
yer before buying TWIST-O-F LEX type 
bracelets. 


LOOK FOR THE PATENT NUMBER 2,689,450 








SPEIDEL 
PAT. 2,689,450 


SPEIDEL 
PAT. 2,689,450 


SPEIDEL 
PAT. 2,689,450 


SPEIDEL 
PAT. 2,689,450 


SPEIDEL 





SPEIDEL 
PAT. 2,689,450 


SrPEIDEL 


PAT. 2,689,450 


Back of Twist-O-Flex watchband 
with links enlarged to show 
patent number. 


CORPORATION 


70 Ship Street, Providence, Rhode Island 
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CONVERT SHOPPERS 
INTO CUSTOMERS 

CASH IN ON FAST SALES... 
FAST PROFITS WITH 
ALL-NEW, ORIGINAL, 
ADVANCE-DESIGNED 





Fed ( conell 
MATCHED WEDDING RING SETS 


Specifically designed to ap- 
peal to the most rugged men 
as well as to the most fashion- 
conscious ladies, these four 
sets typify the advance styl- 
ing and consistent beauty of 
hand carved Barel Bridal 
Matched Wedding Ring Sets. © 


Renowned for the meticulous 
hand carving by our own 
expert craftsmen, and unex- 
celled quality... plus the 
added attraction of modest 
prices ... our latest exclu- 
Sive, daringly-designed crea- 
tions will instantly convert 
hard-to-sell shoppers into 
customers . .. will be your 
fastest sellers, biggest profit- 
makers. 


Available in a large variety of 
designs from classic simplic- 
Levan Commanlelel-iaanr-lele)aalesl-is)eme-1) 
reflecting true elegance. In 
your choice of ultra-smart,. 
hand carved Swedish and 
Florentine finishes... proven 
by far the most, enduring and 
finest obtainable anywhere. 


The Barel signature 
appears in.the shank of every 
ring to assure you of a genu- 
ine hand carved original. 
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sold by the manufacturer directly to the retailer @ Free mats upon request 


Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 
BRIDAL, RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |., N. Y. 


OAR 














Al a4 oe oO] OC) 8 
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Round wire design 
for greater comfort 


qt ly (i 
No. 10U No. 10U No. 20U 


Assembled Unassembled in Nickel Silver 
FlslemeleieMmalii-ee 


Tw & FOUNDATION oO F Goo oD JSEWELR Y 


SOLD TO MANUFACTURERS B. A. BALLOU & CO.., INC. 


61 PECK STREET ° PROVIDENCE 2, R. I. 


> CHI CA COCO + 2 ee AW Get & S&S 
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LAUNCH 61 

WITHTHE 

BIGGEST PROFITS 
EVER SEEN- 





Sonata—lOKRGP top, 
stainiess steel back,17 jewels 





Cruiser— Chrome-plated top, 
stainiess steel back, waterproof*, 17 jewels 


CROTON 





oe . 2 ip ° 
ie ie age a 


E BIGGEST PROFITS ON WATCHES AT 


Now Croton makes it worth your while to sell low- 
price watches—by giving you a big hefty profit on 
every sale. Here’s your chance-of-the-year to hypo 
Sales when the going gets slow. Here’s your surefire 
way to stop walkouts who “can’t afford” more. 
Croton brings you a gorgeous spread of watches—and 
the most generous profit spread you've ever seen at 
the price! Act now — sell faster than you thought 
possible in January, February, or any other month! 


“if case unopened, crown and crystal intact 





pMEPCROTON WATCH COMPANY, 404 PARK AVENUE SOUTH, NEW YORK 16, N. Y. 
® WEST COAST OFFICE: 448 SO. HILL STREET, SUITE 317, LOS ANGELES, CALIF. 


Piease send the following Croton watches: 
Your Your 
Cost Resale 


Quantity Description 
CRUISER: Chrome-piated top, s/s back with strap, waterproof*, 17j. $9.95 
SONATA: 1OKRGP top, stainless steel back, with cord, 17) yiw[f) wht[)]_ 9.95 
Please see next page for information on watches listed below: 
SPORTSMAN: Chrome-plated top, s/s back, with strap, waterproof*, 17j_ «12.95 24.95 
SPORTSMAN: Chrome-plated top, s/s back, with bracelet, waterproof*, 17j__.13.95 23.95 
SPORTSLADY: Chrome-pliated top, s/s back, with strap, waterproof*, 17j____ 14.95 24.35 
SPORTSLADY: Chrome-plated top, s/s back, with bracelet, waterproof*, 17j___15.95 33.50 
JANE: LOKRGP, stainless stee! back, with cord, 17} yiw!] wht () 12.95 293.95 
AQUAMATIC: Seif-Winding, chrome-plated top, s/s back, waterproof*, 17j__ 17.95 23.35 


$19.95 
19.95 


if you are a regular customer, or a new customer rated ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 











Store Name 





Address ___ 





Zone_...____— State 














Jy 


Trade them up a little—and make a far 
bigger unit-profit! These watches are su- 
perb quality—superb values—and a 
superb way to make friends for your store! 


Sportslady: chrome-plated top, stainiess steel back, 
waterproof*, 17j—also with bracelet, $33.50 


Sportsman: chrome-plated top, stainless steel back, 
waterproof*, 17j—also with bracelet, $29.95 


... for a fine self-winding waterproof watch 
for men! And for an exceptionally beauti- 
ful watch for women! At this low price, you 
owe it to your customers to feature them! 





Jane: 1OKRGP top, stainless steel back, 17 jewels 


Aquamatic: Self-Winding, waterproof*, 
17j—chrome-plated top, stainless steel back 


UE SOUTH, NEW YORK 16. N. Y. 


qPicase TURN PAGE...AND ORDER TODAY! CROTON WATCH COMPANY, 404™PA RK AVE 
WEST COAST OFFICE: 448 SO. HILL STREET, SUITE 317, LOS ANGELES, CALIF. 


*if case unopened, crown and crystal intact 





“WHAT'S IN A NAME?” 


FOR YOU! 


A distinctive name for a distinctive design 
will win you dollars from Dennison! For 
years, your rings have been more beautifully 
displayed . . . more gratefully received... . 
in Dennison’s plastic ring cases — designed 
to add value to “value.” 

And now .. . extra value for you! Just for 
naming one or more of the boxes you see on 
this page. Name one — name ’em all! Wina 
cash prize of $25 for each suggestion used 
... You can win up ta $75 by naming them 
all! If there’s an easier way to earn money, 
it’s illegal! 

Simply fill in your suggested name(s) after 
reading the descriptions . . . mail no later 
than March 30 ... watch our advertisements 
for names of winners. You may be one! 
Helpful Hints: Think in terms of a series, 
Royalty, Flowers, Famous Names, etc., or 
perhaps, of words that suggest prestige, ro- 
mance, sentiment, etc. 


Contestants must be employed by a retail store or 
jewelry department of a retail store on the 
JEWELERS’ CIRCULAR-KEYSTONE circulation list, 


All entries become the property of Dennison Mfg, 
Co.; and the decision of the judges is final. 


Dennison 


Helping you compete more effectively 
FRAMINGHAM, MASSACHUSETTS 
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8950TX: 

High, wide and handsome .. , this case 
presents one or two rings against a lux- 
urious background of velvet — a sure 
selling attraction! And, a wonderful dis- 
play case with wire easel in the base 
and sloping ring pad to put the perfect 
slant on any ring. This modern case 
comes in white, blue, gray or peach 
with gold-leaf, 


8850TX: 

Ciean, breadth-giving lines make this 
case rich in sales appeal. Converging 
angles of the unusual design direct the 
eyes to the beautiful gems inside. A 
slanted ring pad and wire easel aid in 
display. Comes in white, peach, gray or 
blue plastic. 


6450X: 

A case with classic charm .. ,. the 
sleek-lined design of contemporary art- 
ists. Gold-leaf decorations add a quality 
look that compels your customers to 
buy! Smart and simple .. . it comes in 
white, biue, peach, black and yellow, 


Dennison Mfg. Co., Advertising Department, Framingham, Mass. 
My suggested name(s): 8950TX 





8850TX _ 





6450X 





NAME 








STREET 








CITY 








yours for the asking...7 important services 


to help you service today’s Swiss jeweled watch 


A 
Yan yer’ 
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A NEW FIELD OF TIME: 
THE SWISS ELECTRIC WATCH 


Here’s all the help you need to make the 
transition from the standard watch move- 
ment to this important new mechanism. Use 
the complete package . . . discover the com- 
plete picture! 


Technical Bulletin #16 

Easy to read! Illustrated! Complete data on 
servicing and repairing the Swiss electric 
watch. This bulletin quickly covers the most 
important features . . . answers your most 
difficult questions. See for yourself. Write 
immediately. 


Slide Presentation 

Here’s the perfect follow-up to the bulletin! 
A detailed series of 35mm slides which high- 
lights the principles of electric watch time- 
keeping. Each slide is explained by a writ- 
ten text, excellent for group presentation. 
Be sure to take advantage of this important 
FREE service. Reserve early for your next 
watchmaker-ieweler meeting. 


STANDARD SERVICING OF THE JEWELED 


Parts Catalogue and Dictionary 


For easier, more accurate watch servicing, 
use your Official Catalogue of Swiss Watch 
Repair Parts. Standardizes the ordering of 
genuine Swiss watch repair parts. Identifies 
watch movements. 

For further clarification, your Technologi- 
cal Dictionary of Watch Parts identifies parts 
by name and number. Both manuals are illus- 
trated and listed in 5 languages. See your 
materials distributor for your copy. 


Repair Parts Information Service 


The Watchmakers of Switzerland Information 
Center, 730 Fifth Ave., New York 19, N. Y., 
is set up to handle your servicing problems. 
Call or write to us at any time, with any 
question. 


Other Technical Bulletins 

The disassembling and assembling of vari- 
ous types of Swiss watch movements are 
covered in easy-to-use diagrammatic bro- 
chures. Latest Addition: Technical Bulletin 
#15 explaining the Valjoux 92 chronograph 
watch movement. 


More Exclusive Watchmaker Helps FREE 


Mat ads on Watch Repair: Watch check-ups 
can lead to new-watch sales! Take advantage 
of this chance to identify your Quality Watch 
Service Department. Add your logo to these 
informative ads or include parts in your 
regular advertising. Good for direct mail, too. 

Charts and Pamphlets: Plastic-covered 
Exploded Watch Chart . . . a handy sales 








SBAUCHES S.A. MEUCHATEL, SWITZERLAND 





Electro-mechanical watch with sweep second 


ath ot 





Copyright 1960 by Ebouches 5 A. Neuchdte! (Switzeriand) 1 edition 1961 
Reproduchon prohibited Published by Ebauctes 5 A 
(French Enginh German. italien , 
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LEVER MOVEMENT 


aid which demonstrates the jeweled lever 
movement. Colorful Self-Winding Watch 
Booklet... progressively illustrated for quick 
comprehension. 

Up-to-date Quality Watch Booklets point 
out the advantages of the Quality Swiss 
Watch. Keep them out for all customers. It’s 
been proven that the informed person will 
buy the Quality Watch. 


Technical and Consumer Films 

Interesting 16mm color films make fine pro- 
grams for Jeweler Trade Association meet- 
ings. For civic groups, too, so pass along the 
word in your community. 

Genuine Packaged Parts* Easy to order! 
Easy to use! Packaged parts are perfect in 
size and fit, and each year more and more 
parts appear in this convenient way. Take 
advantage of this program. It is your assur- 
ance of getting genuine factory-packaged 
material for almost all Quality Swiss 
Watches. Place orders through your ma- 
terials distributor. 


Our objective is to continuously expand 
our services to continuously make your 
operation easier and more profitable. We 
are at your service. 

*For your protection, the shapes of official packages 


for Swiss watch repair parts are registered in U. S. 
Patent Office as certification mark. 


The Watchmakers of Switzerland 


730 Fifth Avenue, c/o Suite 1105, New York 19, N. Y. 
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COMPUTING 
STATE 
AND 
LOCAL 
SALES 
TAXES 
IS 
TOUGH 


Divide the FTI price by 1/11th; 
subtract that 1/1lth from the 
FTI price; then multiply that 
figure by 
1%, 1.5%, 2%, 2.5%, 3%, 3.5%, 
or 4% 

for the state or local tax! 


BUT IT’S NO TROUBLE AT ALL 
WITH JC-K TAX TABLES! 


These quick reference charts 
show state and local taxes for 
all commonly used FTI prices, 
between $1.00 and $100.00. 
(Example: What’s the 3.5% state 
tax on an item selling for $24.75 
FTI? Answer: 79¢.) 


Wouldn’t these tax tables help 
your salespeople? Printed clear- 
ly on one side of glossy stock, 
they are available at $1 per set 
of four sheets from 








JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets 
Philadelphia 39, Pa. 


Write for your set today! 
































They’re New... 


Three-piece silverplated bowl in “Rose 
Point” pattern by Wallace Silversmiths may 
be used for butter, bon bons, nuts, or flower 
arrangements. Set, consisting of dish, strainer 


and cover, is $17.95 FTI. 


Two hearts set the theme, and scalloped 
edges carry it to a sunburst effect in this 
setting for a large pearl. From Goldstein 
Gerson Co., 180 W. 46th St., New York. 






































ah 








Latest addition to Jacoby-Bender watch- 
band series with straight or curved multi- 
width ends has satiny center panels bordered 
with bright edges. $8.95 retail in yellow gold- 
filled; $5.95 in stainless. 


































































































Gold or rhodium electroplated concealed- 
face watch has Florentine finish and bright 
chain border in addition to panel of gems 
across watch case. $49.95 Keystone. Taylor 
Watch Co., 257 W. 39th St., New York. 
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after °> years of development 


prudy (POMEL 


THE GREATEST 


ADVANCE IN 


OVER 500 YEARS 
OF RING-MAKING! 








Now...a diamond ring that 





PERMITS RING 
TO EXPAND UP TO ee 
TO PASS OVER KNUCKLE. | | 


INVISIBLI 
COMPLET 


ach) econ eleiaels | 
Never too tight 


. 
@ Easy to take off 
. 
e Never too loose 






FLEXIBLE YET STRONG : pf 
AS ORDINARY RINGS! 
CANNOT COME APART! 





-IS 


erfect fit 





COMPLETELY 
IBLE WHEN WORN! 
LETELY COMFORTABLE! 


_ a+ — 
_ 
—~ = -~ 
. 
> 
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INTERCHANGEABLE SHANKS 
FIT ALL RING HEADS 


Interchangeable 4 — 
ring shanks ; 
with patented | 
built-in Grae 
controlled ™ 
expansion... 

enable you to 

‘custom -fit”’ 

any finger. 


Available in 6 different 

size shanks, ranging from 

314-9, also takes care 

of 14 sizes. In each size the Replace with correct number 
shank will expand up to shank for proper size, 
3 sizes to pass over knuckle. Pest sn igcna ra 
Shank reverts to correct size 

at base of the finger—for a 

custom-fit. Solves knuckle 

problems, finger swelling 

due to climatic conditions, 

pregnancies, arthritis and 

other unusual conditions. 


Ring shank 


Rings sized to a 
perfect fit...in your 


own store...in less 
than 2 minutes e Eliminates 


costly ring sizing forever! e Eliminates thin shanks, 
diamonds loosening, poor finish and replating! 
e Eliminates ugly ring guards! 


Saves thousands of 
dollars in inventory. 


No more dead stock due to carrying diamond rings in 
both yellow and white gold. You consummate the sale 
immediately, you merely change the shank for the 
color gold and size desired. 


with contro/led-expansion 


FEATURE FLEX offers tremendous opportunities for 
Remount and Trade-in sales daily...as well as 
‘‘up-grading’’ your regular diamond ring sales! 

Contact your authorized Feature Ring Distributor, or write 


FEATURE RING COMPANY, INC. 
130 West 46th Street - New York 36, N. Y. 


FEATURE FLEX RINGS ARE COVERED BY U S. PATENT NO. 2.806.363 AND OTHER PATENTS ISSUED 
AND PENDING IN THE UNITED STATES AND IN FOREIGN COUNTRIES THROUGHOUT THE WORLD 











* on . Z 
-* > 2% 


' THE FLEX KIT CONTAINS: 
ares et c anes ; a 


ANYONE can . 
“perfectly fit’ a ey ni cma 
Feature Flex ring ae (sane A 
from size 3%-9...with eet V |: ae A 
the interchangeable 

ring shanks in this kit 
in less than 2 minutes! 
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yellow white 


SHANKS ALWAYS Say fees 
EXCHANGEABLE FOR aS Co eta itgss COMES BRN a, 
ANY SIZE OR a: eae Pe: ¢ ec ‘ el ~ 






COLOR DESIRED. Ye Bae sad Baap ie 
THROUGH YOUR AUTHORIZED : 
FEATURE FLEX DISTRIBUTOR. 





ee me we 


WHbbdddis 


~— Colorfui , , : 
a ee Motion Display | 
Son penne Counter Card 


socccccccccs PAAM COLIBDON MOU coccccccces 


Feature Ring Company, Inc. (please print) 
130 West 46th Street 
New York 36, New York 


Poppin 


Warranty Guarantee 


Bond 


Stuffer 





Date 


Gentlemen: 
Please rush details of Feature Flex Diamond Rings. Phone! Write or wire your authorized 


[] My authorized Feature Ring Wholesaler is FEATURE FLEX DISTRIBUTOR...or 


ting Ox INC. 


City. Zone State 130 WEST 46th STREET, 
Attention | ) | | NEW YORK 36, NEW YORK 


WORLD'S LARGEST MANUFACTURER OF 
-F R CO INC 1960 - 
QUALITY CRAFTED MOUNTINGS FOR DIAMONI 





[] Please send name of nearest wholesaler. 





Store Name 


Adaress 


They’re New... 
Be individual... 
at no extra cost! 


Choose from 
attractive 
patterns and 

finishes 


O) Newly available colors 
copper and gold 


Antique floral engraving is combined with plus silver and special colors, too! 


contemporary covered-face bracelet watch 


styling in the “Aphrodite.” It has a 17-jewel Widest selection in folding 
shock-resistant movement, unbreakable main- : 

spring and balance staff. Zodiac Watch Co., giftware boxes...over 100 sizes. 
15 W. 44th St., New York. e Expansion style means 


you stock fewer sizes 

e Free imprinting of your store 

name or insignia 

e 10% plus 5% discounts— liberal 
freight allowances.Write for FREE catalog. 


SUITE 1229K 225 FIFTH AVE., N. Y. 10, N. Y. 





gt 1 
: 
; 


hom wom 


She 


“swirl” ri tit bines t ‘Z 
die enced Ga eis esmeation Exquisite Heavy Lead Crystal 


fully curved panels of baguettes 
the theme of engagement ring’s “swirl” head. 8 | 
14K white gold. From your wholesaler. Ow eee 


Wax & Skolnick’s latest variation on its 


AN u Teiemark 
The Star Medium Size | 


Sparkling 


tional fine crafismanship. 

ideal for nuts, candy, dips, Blue Bell bn 
cream sauces, dressings, etc. g Viking Rose 
Available in 3 sizes: Smali—2%,"' x 5°‘ $1.50 whise:, 

Medium—3"' x 51/4’ $2.00 whise:, Large—314"" x 61%4'' $2.50 whise. 


Ladies Sold Separctely—Siiverpiate Cream Ladies—5Y" | in Vidar & 
Telemark Patterns $1.40 whise. nat tan ; 


Sterling Ladies—5‘’ long in Blue Bell & Viking Rose Patterns $3.50 whise. 
# Write -for illustrated literature of our complete line. ‘ 
Tie tack and cufflink set has hand engraved NORWEGIAN SILVER CORP. 
designs on sterling silver, offset by satin fin- marwey Mousse, 270 Medison Ave.,. New Me oF, OF 
; sh ’ Th sh : 1} | | led . ” Additional showroom, 225 Fifth Ave... N. Y Room 40 
es. e ‘ ape = _ e( rounc e( ne j a 2 ps RE OD GRE sai ei: ee dys ea ake eee bi ile a id is , 
Flex-Let Corp., 580 Fifth Ave., New York. See us at the New York Gift Show, New York Trade Show Bu 625 
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As one Jeweler to another, This is It! . 
Yes, You, too, can SKYROCKET your Diamond 
Sales by joining the “Guild of Diamond Ex- 
perts’’ today. Over 200 Jewelers are profiting 
throughout the U. S. A. by following this Sales- 
Tested, Sales-Proven, Ethical, Prestige-Build- 
ing Program exactly as PERFECTED IN MY 
OWN 3 Stores. 





ONLY ONE JEWELER IN ANY 
ONE COMMUNITY MAY JOIN: 


You be that jeweler! 


srochure ». EO FREED 
) PAC 


+) 


~~ 
\ Af 
om. res 
i> ( 


ic ) nond = . ort 
We ane rts 
Xe — wares et: en a’ a ater \ / iy xperts 


<0 © ae ZY LTD. 
111 EAST WATER ST., ELMIRA, NEW YORK 











Jhe Rosary of the Month” 


Catamore Rosaries . 
precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 
are bound to increase—and profitably. 


handsomely crafted of 


Selected 
and 
Serviced 


by 
Leading 
Wholesalers 


R316/100-525 $10.50 


Genuine Mother of Pearl. 
Hand engraved cross and 
center. 














They're New... 


A written lifetime guarantee and instant 
fueling are two features of the new Bentley 
butane lighter, successor to the Schick butane 
model. $4.95 retail. Bentley Lighter Corp., 
15 W. 38th St., New York. 


Yellow gold filled men’s watch bracelet has 
fine mesh insets framing the watch. Expan- 
sion section is hidden under the wrist. They 
are $9 Keystone in gold filled and $8.50 Key- 
stone in stainless steel. From Eton Jewelry 
Manufacturing Co., 125 W. 5th St., New York. 


“Heavenly Star” ring in 14K white gold 
is designed so shank seems to separate to 
sweep into the prongs holding a Linde Star 
synthetic sapphire. $44.95 retail. Botell Ring 
Co., 62 W. 47th St., New York. 


Stylized knot in bracelet is the gem-en- 


crusted covering for a watch case. Entire 


piece has Florentine finish on 14K gold sur- 
face. About $500 retail from Regency Crea- 
tions, Inc., 45 W. 46th St., New York. 
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WATCHES 


FI 
"sry N FaswsO 


Sparks 


your watch sales 
for 61 


Order these best-selling watches and you get at no cost to you, an all-glass, 
top-of-counter showcase! Look to Sheffield for the most breath-taking news in 
women’s and men’s fashion watches and clock creations. See Sheffield’s inimi- 
table styling flair in new silhouettes, new faces, new surfaces. See timepieces 
with so much excitement, so much incredible value your customers will want 
several at a time. Choose from the dazzling array on the following pages... 
they're the best sellers that mean steady business for the coming year. Just 
place your order for $600.10 and included in the purchase at no cost to you, 
you'll receive our all-glass top-of-counter showcase. It’s designed to display 
your Sheffield collection in the most eye-catching sales-stimulating manner. It 
has velvet covered shelves and base...and it’s so spacious, it holds up to 60 
items. Check the style numbers listed below of watches shown on the fol- 
lowing pages to make up your $600.10 order. For complete Sheffield line— 
catalog upon request. Sheffield Watch Inc., 663 Fifth Avenue, N.Y.C. 


TURN THIS PAGE FOR SHEFFIELD SHOWCASI 


10/6069 HORIZON: $11.95-$19.95 9. 10/6074 LA TORTUE: $8.95-$14.95 . 30/6722 EVE: $8.95-$14.95 | 
20/6233 SUPERBA: $11.95-$19.95 10. 10/6061 MURRAY HILL: $7.75-$12.95 . 30/6737 VOGA: $8.95-$14.95 . 
20/6241 JEANNE: $11.95-$19.95 11. 10/6034 CONTESSA: $8.95-$14.95 . 30/6740 VOISIN: $10.15-$16.95 : 
20/6242 LISETTE: $11.95-$19.95 12. 10/6050 TRAPEZE: $7.75-$12.95 . 10/6059 AVENUE: $7.75-$12.95 - 10/6075 BOUCLIER: $7.75-$12.95 
20/6239 ANGELIQUE: $11.95-$19.95 13. _ 10/6068 TULIPE: $8.95-$14.95 - 10/6005 BEAUCOUP: $11.95-$19.95 
20/6246 ROYALE: $14.95-$24.95 14. } 30/6725 ELYSEE: $8.95-$14.95 _ 10/6059 AVENUE:$7.75-$12.95 = pyine en monies 
10/6070 PETITE QUARTETTE: $10.15-$16.95 15. . 10/6013 TRAVELER: $9.50-$15.95 i . o 
10/6093 ORIVIERA by SHEFFIELD: $6.55-$10.95 16. 20/6245 ENCORE: $11.95-$19.95 _ 10/6014 LE TOUR: $9.50-$15.95 iedhieits hii daalices Aandi: ibmsediainane 


| 40/6105 VIENNA: $9.50-$15.95 


FiesT PRICE + 


eM AYAYN = 
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IHIS TOP-OF-COUNTER, ALL GLASS SHOWCASE IS YOURS AT NO EXTRA CHARGE WITH ORDER OF $600.10 














SHEFFIELD WATCH INC., 663 FIFTH 





LENGTH 2614" / DEPTH 934” / HEIGHT 1414” 


2 HEAVY GLASS ADJUSTABLE SHELVES, 2342” LONG x 7” DEEP. 


ec iio nee 


ON 





AVENUE, NEW YORK 22, NEW YORK 











They’re New... 


There's 


MAGIC MONEY 


ARLEN 


Trophies! 


Custom promotion Trophies and 
Awards can be a BIG MONEY pro- 

ducer for you without any invest- 

ment or inventory. You simply 
refer special order requests to | . 
ee ni solipsen tii * i~ aw @ 4. Hamilton’s 17-jewel men’s watch, the “Car- 
and production for you. Write or ; ih Si . pa q 
wire today for complete informa. Y son, has 10K rolled gold plate case an 
i 4 ' £ stainless steel back. With matching gold- 
— ee filled bracelet it is $55 FTI, or $45 with 
List Price: 197342 22" $19.25 a a eae eee 


1961 catalog, just off press, packed with the 
FREE world’s largest selection of trophies and prac- 
tical awards. 


Telephones: 
New York—MAin 5-4630 

New Jersey—PLainfield 7-4500 
AR LE ‘ TROPHY CO.., INC. 


68 Brook Ave., North Piainfield, N. J. 


Hand Turned Bowls 


Made of the finest do- 
mestic and imported 
woods with lovely high 
gloss permanent finish. 




















anne bowls are 
available in sizes up to 
9°" deep and 14" wide. 
One piece bowls are 4" . , 
deep ‘with 7” to 14" dia. Karlan & Bleicher’s newest engagement ring 
ae T. y a # setting is called “Perfect Circle,’ a departure 
~ 3 ped = from the square severity of a “Tiffany” set- 
diameter. ting. It allows full use of reflectors with most 


Mahogany laminated bow! (6"' deep, |2'' dia.) . 
ring styles. From your wholesaler. 


Write for our latest catalog 


PARAGON WOODTURNING CO.., Inc. 


431 West 28th St. New York 1, N. Y. 


TRAFFIC BUILDERS! 


Also available — Elk, 1 '% in. Dia. 
Shrine, Eastern Star key 
chains, $15.00 per 100 
—may be asst'd. 


























All coins gold-plated 

bronze. Newspaper mats 

furnished Each can be 

advertised for 49¢ or given 

free with other purchase. 

Promotional possibilities 

unlimited! Terms: 10 days 

net to rated jewelers. 

Others, cash with order 

MASONIC KEY F.0.8. Nashville. (3 Ibs. MASONIC 

. per C.) Postage prepaid 

CHAIN—! in. diam. if check accompanies COIN 

Your Cost—$15.00 per wow. oy ~ ee oe 2 


100. Minimum order. Special Order ° 
Mixed orders accepted. Coins & key chains for ey 5 came teas General Electric’s newest “Snooz-Alarm 


Space on back to en- anniversaries, commenda- name, number and dat 
grave name, lodge, etc. tions, dedications of iencen , sec first wakes you, lets you drop off once more, 


Box 2703, Dept. J- ; i : , 
GOLDNER ASSOCIATES Nasivitie, Tem.” then wakes you again. In pink, sandalwood 


or blue it is $5.99 retail. 
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ALASKAN 

=214—Retai!l $3.95 FTI. 
Yellow Gold Filled Vene- 
tian finish. $2.40 Key- 


OMAR KHAYYAM 
=1113—Retail $11.95. QUEEN | 
Yellow Gold Filled. Vene- =200—Retail $3.95. Yel- 


EXECUTIVE TOWN & COUNTRY 
=601—Retail $10.95 *2018C—Retail $9.95 
FTI. Yellow Gold Filled; FTi. Yellow Gold Filled. 


tian finish. Adjustable. 
$6.00 Keystone. 
Available in Stainless 


low or White Gold Filled. 
Venetian finish. $2.10 Key- 
stone. 








Unusual Italian Floren- 
tine. Fully adjustable. 
Four individual links are 
removable. $5.00 Key- 


Venetian finish. Straight 
or curved, \,” and 4%” 
ends. $3.30 Keystone. 

Available in Stainless 


stone. 


Available in Stainless 
Steel. $1.70 Ke;'stdne, 











Steel. $4.40 Keystone 
stone. Steel. $2.60 Keystone 


THE M ST Steel. $9.20 Keystone 2a 
POPULAR | 
a at IN TH LAND 


ae 






































LU 


Feature The New 1961 Line That Strikes A 
High Note For Originality, Quality and Variety. 


Write for catalog and price list 
on Eton’s preferred line of: 
WATCHBANDS — Gold filled and stain- 

less steel. 

IDENTS—Expansion: Gold filled, ster- 
ling silver and stainiess steel. Chain: 
Sterling only. 

NECK CHAINS — 14K gold, gold filled, 
and sterling silver. 


SAVE—BUY DIRECT 


Styled to please anyone... priced to please everyone, that’s the beautiful 
harmony of Eton Watchbands. They cover the entire scale...a quality 
line for those who demand excellence...a popular-priced line for the 
budget-conscious buyer. Best of all, every line provides a bigger profit 
margin for you, PLUS the prompt deliveries, the personal services, and 
the full year’s unconditional guarantees that assure consistent, top- 
volume trade. 


“Rarely A Repair—Never A Repair Charge” 


ETON JEWELRY MFG. CORP. 


125 WEST 45th STREET, NEW YORK 36, NEW YORK « Circle 5-7075 





JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 





SPAN @e meee ae THE MOST RESPECTED 


RATCHET BAND IN 
ie ee ae THE INDUSTRY! 


SQUEEZE TO OPEN... 


No. 164 
Yellow, White, 
Gold Filled Nylon 
Cord Band with 
Squeeze Ratchet Clasp. 


Retail $2.50 Cost $.85 


No. 165 

Yellow, White, 

Gold Filled Nylon 

Cord Band with Double 

Safety Catch and Safety Chain. 


Retail $2.95 Cost $1.00 


No. 169 

Yellow, White, Gold Filled Fine Black 
Suede Cord Band with Double Safety Catch 
and Safety Chain. Retail $3.50 Cost $1.25 


SUEDE CORD REFILL §0c pair. 
HADLEY 
* * * 


43 WEST 24th STREET 
NEW YORK 10, N.Y. 








Now stock jewelry 
packaging to cormpli- 
ment YOUR merchan- 
dise. A. wide assort- 
—— of over ecg 
to fit your he be ad 
needs. 


Shown is ene? ‘oe cour 
mast popular ladies’ 
earring boxes. Rich 
tight blue empyrean 
velvet contrasts attrac- 
“tively “with embossed 
border and gold foil 
base. 


Send for ovr current 
} illustrating our 





your own specialized 
package for you 


BOX COMPANY] 








523 MT. HOPE ST. ° ATTLEBORO FALLS, MASS. 
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They're New 


Sunbeam’s walnut pendant wall clock has 
a gold colored bezel, dark brown case and 
brown hands and numerals. Called “The Town- 
house,” the cordless timepiece mounts flush 
on a wall and is 19 inches tall. $24.95 retail. 


White gold swirls, darts and edges contrast 
with the yellow 14K gold hand-carved Flor- 
entine finish on this Barel Bridal matched 
wedding ring set. The pair is $66 Keystone. 
Krom Bridal Ring Co., 88-08 Van Wyck 
Expwy., Jamaica 18, N. Y. 


“Grandeur” is the latest pattern from the 
Heirloom Division of Oneida Ltd. Silversmiths. 
Available in late March, settings will regu- 
larly retail at $38.75 for a six-piece place set- 
ting. However, during the introduction, Heir- 
loom plans a “buy three—get one free” sale. 
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‘ lgrereererttyd | | MAKES YOUR 


REMINGTON | ao | | PROFITS 


OFFERS YOU § , || SWEETER = 
A COMPLETE, § ed 


QUALITY LINE | o_o mk CALL YOUR 


YOURSELF! 








..A SPECIAL KIND OF 


ADVERTISING, 
MERCHANDISING 


Ramiagta= 


AND PROMOTION |) [i itteeeeeeras 


| THAT MAKES SELLING [i feacneccose= 
\ ASNAP...PLUS... # 





MONARCH 


cot eeeaceonces®- 


REM-RITER 


Ra ee 888 8 ee ee eee eee 


STERLING HILES, MARKETING DIRECTOR 
REMINGTON PORTABLE TYPEWRITER DIVISION 
SPERRY RANDCORP., 315 PARK AVE. SOUTH, N.Y. 10, N.Y. 


Yes! Please send me full details about your new kind of 
sales plan! 


NAME 





ADDRESS 





CITY STATE 








wowed e maemo eee onnmeeememaaad 
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They’re New... 


to enhance your reputation 
as a quality jeweler — 
feature the leading 
nationally advertised brand 





ao’ SIMULATED PEARLS 
4¢ CULTIQUE SIMULATED PEARLS 
> CULTURED PEARLS 


4 * BEAUTIFULLY GIFT PACKAGED 


P er _ 


sold thru J ob ) 


jewelry 6. 
wholesalers Ra 


Bowling trophy has mahogany base deco- 
rated with gold electroplated Victory figures, 
front plate suitable for engraving, and “Rio 
Onyxite.” It stands 22 inches high. $22 
Keystone. From R&L Manufacturing Co., 
10 N. 26th St., Kenilworth, N. J. 


write for catalogue 


PEARLS BY DELTAH INC., PAWTUCKET, RHODE ISLAND 
Sales Office: 9 Rockefeller Plaza, N.Y.C+r 3 


fe 





Ss 


rans! i>: iin teal Stainless steel rendered in a_ traditional 


pattern is newest design by Oneidacraft. 
“Shadow-Relief” finish in floral decoration 
attempts reproduction of oxidation in silver. 
50-piece service for eight is $44.95 retail. 


Oe, 
PREP Ss: TaN 
Oe 
I TN ——— 


a ST 


~~ 
Sees wz 


Seed 


For the BASKETBALL ARMY 


 Bisher 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and Two 7%mm cultured pearls are held in sep- 
10-K and 14-K gold. Sports catalog on urate double-prong heads on this 14K yellow 


request. Through your wholesaler. gold wrap-around ring. Especially suited for 
customers with large knuckles. $55 Keystone. 


J. M. FISHER COMPANY, Attleboro, Mass. Church & Co., 2 Garden St., Newark, N. J. 
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THERE [S NOTHING FINER!... 
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| 


‘ali’ 


| 


A ROYAL SWEDISH CREATION 
FOR INFORMAL re 





‘SINGOLA’ 


flatware 
that inspired 


“SYMPHONY IN 
BLACK" 


A Swedish modern design 
im stainless steel with a 
satin hand finish, forged 
from rods. An unbreakable 
boil-proof nylon handle is 
available in several dec- 


Knife has 


wavered cutting edge. 
Five piece place set- 
ting $12.50 Key- 


Pa 


hanelam 


See us at The Gift and 





Jewelery Shows or 





SWEDISH METALCRAFT, INC. 


696-698 Palisade Ave. 
Teaneck, N.J., Phone TE 6-8980 


Write for details 


{Vr 6% nee gb: we 3 es tee” 
ee fs a vi ag Hetiiare a 


6 ncn beg ee Cede Pro ware ore 


BY NILS-JOHAN 


SUPPLIER TO SWEDISH 
ROYAL COURT 














IS A POPULAR SPORT. RE- 
SULTS, HOWEVER, ARE NOT 


ALWAYS SATISFACTORY. 


DON'T RISK LOSING A SALE 
BECAUSE YOU CAN'T LO. 
CATE A JEWELRY OR ALLIED 
MERCHANDISE SUPPLIER. 
USE THE JC-K JEWELERS’ 
DIRECTORY ISSUE. IT’S WELL 
STOCKED WITH SOURCE OF 
SUPPLY INFORMATION YOU 
NEED (AND CAN EASILY OB. 
TAIN) TO OPERATE AT A 
PROFIT—THE YEAR ‘ROUND. 











LETTERS 


Merchandising Repairs 


To the Editors: 

I wish you would plan an article in 
your magazine on a realistic analysis of 
the problems confronting the small 
jeweler in his repair department. I 
would like to have the answer to such 
questions as “how a charge commensu- 
rate with good repair work can be sold 
to the customer.” 

Obviously, this has to form the basis 
of a watchmaker’s salary. Today it is 
hopeless to try to obtain a good repair- 
man under $100 a week, and if you are 
looking for a combination watch and 
jewelry repairman with’ engraving 
thrown in, a good man is worth nearer 
to $150. But it is hopeless to try to 
reconcile this with the prices the public 
will pay. 

Should the industry as a whole take 
steps to sell repair work to the public? 
I feel there is a vast ignorance on the 
part of the customer as to just what is 
involved in the repairing of a watch. Of 
course, there are back-street and hole- 
in-the-wall repairmen that can do the 
close-enough-to-passable work for which 
the public pays a lower charge, and in 
their minds this is the basis of their 
comparison. 

As a watchmaker myself, I started 
my business at the bench and, obviously, 
it is my first love, but it has long since 
ceased to be a paying department. This 
is a condition which I do not consider 
necessary, but I am at a loss to arrive 
at a satisfactory answer. 

I would be interested in reading a 
competent analysis of the problem in 
JC-K. 

B. B. STEARNS 
Carlisle, Pa. 


JC-K tackled this problem a couple 
of years ago in a series of articles by 
Bill Scheibel, “How to Make More Prof- 
it from Your Repair Department.” Re- 
prints of the series are available at $1 
a copy. 

But now for another approach, call- 
ing on JC-K readers for help. Mr. 
Stearns asks, “How can a charge com- 
mensurate with good repair be sold to 
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Style =81F4 


Straight ends. 


Style —81F4 
Curved ends. 
Engine-turne 
design, Gold 
Filled Top 


with Stainless 
Steel Bottom 


Style =81T4 


straight ends. 


Style .-81T4 
curved ends 


Enzine-turned 


Design. All 


Stainless Steel 


Removable 
Straight or 


Curved ends 


are fitted 
over usable 
Ye” Straight 


ends. Simply 


Silelsmelsi 


removable ends 


ARISTO-FLEX DISPLAY 
ASSORTMENT 381 U 200 


Consists of 16 watch 
bands with Inter- 
changeable straight 
and curved end 


pieces 


(6 Gold Filled — 10 
Stainiess Steel) 


Total Retail 


F.T.1. $117.20 


Jeweler’s Cost 
$ 


- Jeweler’s Profit 


$58.46 


53.70 





25 
24 


d | 
Style| =-81F420 
Curvéad ends 
Style 281F421 
Straight ends. 
Polished Gold 
Filled Top with 
SPCIAMs ebacelas 


25 





24 
Style) 817420 


curved ends 
Style| 817421 
Straight ends. 
All Stainless 
Steel, Brigtit 


E-X-P-A-N-S-1-O-N WATCHBANDS 


NEWEST, SENSATIONAL ADVANCE IN 
PRECISION WATCHBAND CONSTRUCTION 


V4 


Finish 





Made by Forstner with exclusive HERCULOCK links... 
more links to the inch for greater strength, greater 
flexibility. Most comfortable! Most handsome! No un- 
sightly gaps are apparent even when fully expanded. 


KNOT IT! TWIST IT! STRETCH IT! 
Aristo-flex always returns-to its original, beautiful 
Streamlined shape. 


TO BE PRESENTED ON TV and RADIO— 
ADVERTISED IN LEADING MAGAZINES 














Aristo-Flex will be your best 
your most profitable seller it 
“‘self-demonstrates” its superior 
features to your customers! 





Consult your Authorized 
Forstner Distributor 


Tova 


JEWELRY'S NAME FOR QUALITY 


Style =81F423 straight ends 

Style =81F422 curved ends. 

Gold Filled, Florentine j 
Center, Bright Edges i 
Style =817422 curved ends. % 
Style 2817423 straight ends 3 
All Stainless Steel, Satin 

Finish Center, Bright Edges 





%, 
ms, 
\, 

















Another Irons & Russell exclusive! 


EMBLEM RINGS 
A-GLEAM WITH 
‘LINDE’ STARS 


To be owned and worn with pride 
— authentic emblem rings of 10K 
yellow gold with customer's choice 
of ‘Linde’ Star Sapphires or ‘Linde’ 
Star Rubies. Newest of gem-stones, 
they are magical in their appeal and 
help you make trading-up almost 
automatic. Be sure to order enough 
of these ahead-of-the-rest exclu- 
sives from your lrons & Russell 
distributor today! 

(Shown at left) TOP: R868/7 (Masonic), 
$66.00. MIDDLE: R871/7 (Eastern Star, 
with synthetic stone points), $39.00. 
BOTTOM: R867/4 (Shrine), $69.00. Not 
shown: R870/7 (K. of C.), $60.00 and 


R869/4 (B.P.0.E.), $67.50. 
All Prices Keytsone 


IRONS & RUSSELL CO. 


PROVIDENCE, RHODE ISLAND 


Uncompromising quality since 1861 





Stirs 
/ 


\ + [ oe 
| | 
a 


CUSTOMERS ALONG? TELL- 
ING THEM YOU HAVEN'T 
FOUND A SOURCE OF SUP. 
PLY FOR SOME ITEM OF 
MERCHANDISE IS BAD BUSI- 
NESS. KEEP CUSTOMERS 
SATISFIED. MEET THEIR NEEDS 
PROMPTLY! THE PIECE OF 
MERCHANDISE IS MOST 
LIKELY LISTED IN THE JC-K 
JEWELERS DIRECTORY ISSUE 

. ALONG WITH A LIST 
OF SEVERAL SOURCES. PUT 
THE DIRECTORY 7O WORK. 
IT MAKES YOUR JOB EASIER 
—AND MORE REWARDING! 








the customer?” JC-K will pay $100 for 
the best answer to this question, re- 
ceived from a jeweler or watchmaker 
before April 15, 1961.—The Editors. 


Spotlight on Teens 


To the Editors: 

May we have permission to reprint 
the article on page 58 of your December 
issue, entitled, “Credit for Teenagers ?”’ 
by Warren B. Smith. 

The purpose of the reprint is distri- 
bution to our franchised dealer struc- 
ture. 

C. R. MCLEAN 
Vice President 
Towle Mfg. Co. 
Newburyport, Mass. 


@ @ May I compliment you in the way 
“Credit for Teenagers?’ was handled. 
I trust that it will be helpful to other 
jewelers as it is certainly an aid to us 
in our future teen-age credit. 
GEORGE T. FINLEY, JR. 
Finley’s Jewelers 
Compton, Calif. 


United Action 


To the Editors: 

One man’s opinion is that the trade 
must get better organization, up, down 
and sideways. 

Jewelers must realize this necessity : 
they must establish in the public mind 
the fact that a jewelry store is the place 
for buying gifts for all occasions. Here’s 
a job for the RJA, JIC, and all other 
trade organizations. 

The trade should learn that it needs 
to do things for itself. That may be 
expanded to mean that the retailers 
should realize that they have no right 
to try to pass every financial responsi- 
bility to their suppliers, directly or by 
means of trade shows. 

If the retail jewelers can be made to 
understand that there is basically some. 
thing missing in their conception of 
how much an industry actually owes 
them, maybe a start can be made to- 
ward a solution of the industry-wide 
problem. If the retailers’ suppliers had 
it driven home to them that their prac- 
tices, in many respects, soil the dishes 
out of which they eat, the chances of 
betterments would be improved. 

NAME WITHHELD 
New York. 
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UNBREAKABLE MAINSPRING 
t- NETIC 
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eppenenneere”? 
K 


e 
Gate 


THE NEW TIMEX LINE FOR 1961...1IN THE NEW TIMEX MODULAR DISPLAYS aes, Sj eee 


ed 


| 


Timex presents its most talked-about line in newly created modular displays that enable you ea mae) 2 
to group as many assortments as you wish—in any order you prefer—to create a Timex Shop- = = Waa i 

ping Bar. Or you can show each unit individually. Each display unites electrically with every other oe wie 
... eliminating the use of multiple electric outlets—needs only one wire. Price signs flash to 

illuminate the merchandise and catch the customer's eye. The handsomely constructed dis- 


plays are pilfer-proof. Contact your Timex distributor for additional information. 


TIMEX TV PROGRAMS FOR 1961 CONTINUE TO REACH GREATEST AUDIENCE 


FEB. 14 NBC WHITE PAPER NO. 3 NBC. 10-11 PM APR. 16 NBC WHITE PAPER NO. 5 
MAR. 7 NBC WHITE PAPER NO. 4 NBC. 10-11 PM APR. 21 RED SKELTON—TIMEX SPECIAL 


MAR. 25 TIMEX ALL STAR CIRCUS. ..NBC. 7:30-8:30 PM MAY 23 NBC WHITE PAPER NO. 6 
All times are Eastern Standard 


More People Buy “FE AWA EE SE Than Any Other Watch In The World + 375 Park Avenue, New York 22, N. Y. 
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Seventeen 

graduates 

America s 
teens to 
sterling 





Once again the Sterling Silversmiths of America offer the nation’s teens an extra-credit course in SEVENTEEN. 
The April 1961 issue of the ‘under 20's” favorite magazine launches the third annual Graduate to Sterling 
contest with 14 pages of advertising. ™ Drawing on SEVENTEEN’s authoritative position in the teen market, 
the contest aims at building retailer-customer rapport . . . developing immediate and long-distance sales 
among SEVENTEEN’s over 5,000,000 average-issue readers. @ Leading off 
with an arresting double-truck, every advertisement in the portfolio will be 
identified with a special Graduate to Sterling contest symbol. The symbol is 
also being used on the strong merchandising back-up material available to 
tie-in stores. Ml SEVENTEEN—the only magazine which propels teens to 
buying action — is proud to have been the one medium selected by the 
Sterling Silversmiths of America to help graduate America’s teens to sterling. 




















FOR INFORMATION ON HOW TO TIE IN WITH THE GRADUATE TO STERLING CONTEST, WRITE: 
STERLING SILVERSMITHS OF AMERICA, 551 FIFTH AVENUE, NEW YORK, NEW YORK. 
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Wyler 


incaflex 


DDO MO OE OG 


The Watch and Band 
With the One Piece Look 
An Exclusive Creation By Wyler 


Pat. Pending 


CREATED BY WYLER 
EXCLUSIVELY FOR JEWELERS 


Wyler Watch Corporation, 131 East 23rd Street, New York 10, N. Y. 
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NEW STYLE CREATION 
By Wyler 


incafle x 


THE ONE PIECE LOOK AT POPULAR PRICES 


Now...a design as streamlined as tomorrow...A WATCH AND BAND 
WITH A ONE PIECE LOOK! Styled for the jet age, it’s the FIRST time this 
great fashion idea is yours to promote at a popular price. The Wyler Jet 
Bilt Incaflex gives you something NEW to sell... GREAT to sell... SURE to 
sell: ss The watch and band are inseparable in appearance...yet they 
come apart...No case lugs showing! >< Easily removable end piece—no 


soldering or breakage! x Interchangeable with standard strap or band! 
Plus all the special Wyler Incaflex features: Guaranteed 

WATERPROOF xx Guaranteed SHOCK RESISTANT Guaranteed 

UNBREAKABLE MAINSPRING. All with luminous dials. 


3811—$69.50—Dynawind—winds itself—gold filled expansion band with flor- 
entine design carried into matching florentine dial. 
8011—$59.95—Dynawind—winds itself—steel expansion band with florentine 
center carrying into textured dial of watch. a 
3011/1—$49.95—gold filled expansion band with satin center carried into “TT EET 
watch. Ss: . 
2011—$39.95—bright polished steel expansion band. es Oe 
3611—$45.95—gold filled expansion band with design carried into watch. | 
2611—39.95—steel expansion band with sanded satin pattern into watch. 


DOUBLE DISPLAY © Brings Jet Glamour To Your Window @ Use Them sep- [iii W f LE R 
arately, use them together. Colorful units made of permanent materials. See | 


( providing crystal is intact and genuine Wyler parts are used) 
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ONLY WYLER GIVES YOU 
UNCOMPROMISING 
QUALITY WITH EXCLUSIVE 
FEATURES THAT YOU CAN 
SEE, SHOW AND SELL! 


Wyler’s exclusive quality features including the 
incaflex balance wheel and one piece waterproof 
case are easily understood by your customers. 
These unique features set apart convincingly the 
Wyler watch sales story from all other branded lines. 


RENEWABLE LIFETIME 
WATERPROOF* GUARANTEE 


Wyler’s Unique Waterproof Case Design Prevents Crystal Shrinkage 
So outstanding is its exclusive case that Wyler Incaflex carries 
a waterproof and condensation proof guarantee for the life of 
the watch, provided it is returned every two years for check- 
ing. We know of no other watch that offers this protection. 


= Dig te a 


oe . fe 


ORDINARY 


A. Plastic crystal is compressed A. Wyler crystal is fitted over 
and set into case. Crystal shrink- | metal wall of the case. Crystal 


age reduces compression in very a000t, Mri and in fact wil 
short time—allowing dangerous —jonger lasting waterproof protec- 
leakage. B. Screw back vulner- _ tion. B. One piece backhas no open- 
able to leakage. ings. Leakage here impossible. 


*providing crystal is intact and genuine Wyler parts are used 


Exclusive Incaflex Balance Wheel « Lifetime Guar- 


antee Against Damage. Leading the industry in the develop- 
ment of modern shock protected watches, Wyler’s famous Incaflex 
balance wheel has spiral spokes that absorb shock from every direc- 
tion. At the same time their rigid bombé jewels retain oil better, longer 
and assure closest accuracy even in smallest calibres. Incaflex leads 
the field and can lead your sales too! 


OVER 365 DIFFERENT INCAFLEX MODELS TO CHOOSE FROM 
SOLD THROUGH JEWELERS—AND ONLY THROUGH JEWELERS 





THE “INSIDE STORY” OF THE LIGHTER 
D INDUSTRY 


BURNER VALVE 

28 parts, precision 

1a) 4ial-1-14-10 mae) 

tolerances as fine as 
ROlO)@homelel-t0ia-megellleli-o 

ig -1 me) el -1¢-)4le)amm tan ele 

oir] adel -Mil-lasl-mcom-lahmal-1)-4ahi 


FUEL INLET VALVE 

OTaliel0i-m ef-}¢-10h 4-10 Mel-1-1) 40 el-)aeelh c- 
fueling in seconds, even when 
lighter is partly full prevents 
oh", -1Maliiial-@- 101° c- 5-34 -B ele -4- be lal 
fueling lasts for months. 


LIGHTER BODY 

Every shell is plated, polished. 
Fale Mm 1a) -4@-h,-10 bat 0] 0] -1ae Mare let Tih a 
fore] hdd) MGoR-\ -1 of-1a-)4-m E00 AM lat-tel-1 
idtolat-omaar-lish¢-|ist-mall 481-3301, 4-118", 
3 ¢-Jaler-laet-e 


OPERATING ASSEMBLY 
Precision Snuffer Cap prevents 
leakage. Spring action finger 
ORR -.on -e- Bake Mall -4amuer-ia@elelsl-ta-1-3| 
spark wheel assure dependable 
iy-4ghd-1amele)-i¢-halelae 


RONSON [@uflame 


Here’s the new kind of lighter that’s fueled with butane 
gas... the most advanced lighter fuel ever developed. 
Ronson Research engineers worked for years to de- 
sign a practical and efficient lighter that could use this 
fuel, and the result is the superb Ronson Varaflame. 
A watchmaker’s precision and advanced engineering 
techniques never before achieved in the lighter indus- 
try are necessary in the manufacture of an efficient 
butane lighter. For instance, Varaflame’s revolutionary 
burner valve has 28 separate elements, some with 
tolerances as ciose as .OOO5”. The lighter and its com- 
ponents must pass 62 rigid inspec- 

tions, including both hot-and-cold 

water ‘“‘baths’’ — a unique torture- 


test that insures each Varaflame is 


DIAL ANY FLAME 
SIZE. Large or small. 
Perfect for cigarette, 
Cigar or pipe. A 
Ronson exclusive! 


International Standard of Excellence 


completely leak-proof, even with internal gas pressure 


raised to four-times normal. 

The Ronson Varaflame obsoletes all other lighters, 
with its outstanding combination of finger-tip flame- 
height adjustment, months of lights and instant fueling. 
Remember, too, there are five distinct lines of Vara- 
flame butane lighters to suit every need and taste, 
including table lighters you need fill only once a year. 

Ronson has invested millions of dollars in national 
advertising to tell the exciting Varaflame story to your 
customers. So stock, display, and recommend it — 
tell the “‘inside story” of the unique 
Ronson Varaflame, and you'll make 
more lighter sales and more satis- 
fied customers than ever before! 


FUELS IN SECONDS. 
insert the Butane Multi- 
Fill and in just ten 
seconds the Varafiame's 
fueled for months! 





Ronson Corp., Woodbridge, N. J. 
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Six new Sessions clocks that can’t miss! They've got 9 hogany. A distinguished desk or mantel clock. Custom- 
style, movement, color — they're all clean-up hitters in Bilt |B} -Two new do-it-yourself models that build into 
the profit department! LIFE magazine throws out the the wall — wide range of designs. Hottest new idea in 
first pitch February 6th, with a two-page four-color time! Matrix |C|/— Decorator wall clock with ebony frame, 
“Showhouse” spread. Over 33,000,000 readers will panel of imported Philippine malacka grass. A striking 
catch it. All you do is sit by and watch those pre-sold = new design! Lustre |D| — Starburst-styled decorator wall 
customers pour in! Stock Sessions — the clocks with 4 clock with spires of polished brass. New slim shape. A 
the coveted Good Housekeeping Seal! Winthrop |A|— | N = 1 D ‘ OR 6] top-selling gift! Annapolis |E| — Authentic ship’s wheel 
Miniature replica of Colonial bracket clock in solid ma- : with a Marine dial. Solid mahogany case and handles. 

SESSIONS - Newest ideas i clocks since tiene began! SESSIONS CLOCK CO., FORESTVILLE, CONN. 
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$467 YELLOW—1/20 1 10K G.F. 


ee: em FANTASTIC FLEXIBILITY! 
RETAILS $8.95 T.1. KEYSTONE 7.00 “St ee ‘hf 


#467T—STAINLESS STEEL 


<7, SUPER STRENGTH! 
RETAILS $5.95 NO TAX. KEYSTONE 5.00 “Sie 


TOWNSMAN [<7 om 
#463 YELLOW—1/20 10K C.F. aan | 
RETAILS $7.95 T.1. KEYSTONE 6.40 MBS ue os 
#463T- ‘STAINLESS STEEL A ~ BSS 


watchband for men 


HIGH TENSILE 
STAINLESS STEEL SPRINGS 


(THE BAND NEVER LOSES ITS SHAPE) 


COSMOPOLITAN 9% . ol 

#461 ere me BG FLEX-LET, leading manufacturer of finest precision-made watchbands, 

WHITE-1/20 10K ©.F. egggaaeaeneys now brings you the most advanced, flexible watchband! SUPER-FLEX is 

RETAILS SRG : ne constructed with the finest of “watchband engineering know-how”— 

Fh CORRE Sa ae ger and boasts the special feature of High Tensile Stainless Steel Springs, plus 
® DURABILITY—sturdy and long lasting quality! 


@ WEARABILITY—handsomely styled, comfortable to wear! 
@ PRICEABILITY—extra mark-up for you! 


NOTHING cays Oe TY pie RLEX-LET. 


Dy SUBLET css 


580 Fifth Avenue, New York 36, N. Y. 


SUBURBAN mu *FLEX-LET has been tying knots in watchbands for 17 years 
#465 YELLOW—1/20 10K G.F. — 
RETAILS $6.95 T.1. KEYSTONE 5.80 


#465T-STAINLESS STEEL 
RETAILS $4.95 NO TAX. KEYSTONE 4.40 


Patent No. 3,941,351 
Patent No. 2,689,450 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 





en 


LONGINES-WITTNAUER 


perfect package for 1961 


Great National Advertising ¢ Superior 
Quality, Value and Accuracy ¢« The 
Concept of a Fine Watch as Precious 
Jewelry ¢ Style Leadership ¢ Financial 
Cooperation 


Quality 
Not just a slogan—but Quality in terms 
of almost 100 years of dynamic 
achievement. The Longines-Wittnauer 
record is unmatched in the history of 
horology. 


Prestige 


An intangible element that you can al- 
most touch. It doesn’t just happen; it 
must be earned! Longines-Wittnauer 
puts the prestige products of the world’s 
finest watch factories at your disposal 
products that have become standards of 
excellence on the five continents, 


Value 


The kind that comes from the perfect 
blend of materials...craftsmanship... 
and experience. Value that has real 
meaning to you because it insures J/ast- 
ing consumer satisfaction. Value that 
has real meaning because you can up- 
grade sales ...make maximum profits. 


Leadership 


Leader in style...in largest line of types 
and models. ..in scope of price ranges 
...and in Quality, Prestige Advertising 
which brings into ever sharper focus 
the greatest quality watch “Image” in 
America for Longines-Wittnauer. 


1960 IN REVIEW 


Television Advertising 


A $2,500,000 campaign...a total of 
14 Full Hours on Saturday evenings— 
all exclusively and completely spon- 
sored by Longines-Wittnauer on N.B.C. 
coast-to-coast; 165 top television sta- 
tions. 8 Full Hour “Longines Presiden- 
tial Chronoscope” programs, one of the 
most significant television series of the 


60 


past 4 years, A completely integrated 
Longines-Wittnauer quality and pres- 
tige public affairs presentation with 
Chet Huntley, David Brinkley, Frank 
McGee and NBC’s great nation-wide 
news team. Featuring exclusive inter- 
views with Pres. John Kennedy, Vice- 
Pres. Lyndon Johnson, Richard Nixon 


Richard Nixon 


and Henry Lodge. 6 Full Hour “Lon- 
gines World Wide °60” programs were 
presented in the Spring of 1960; a bril- 
liant series of public affairs documen- 
tary programs. These 14 Full Hour pro- 
grams, all exclusively-sponsored by 
Longines-Wittnauer represent the 
greatest amount of class “A” network 
TV time ever devoted to a quality watch 
within the span of a single year. 


Henry Lodge 


Radio Advertising 


Longines-Wittnauer’s radio saturation 
campaign included “News on the 
Hour,” presented every hour on the 
hour, coast-to-coast, on 200 top NBC 
stations. NBC’s world-wide news staff 
including Morgan Beatty, Richard 
Harkness, Leon Pearson and Bob Wil- 
son were heard by millions of radio 
listeners. Plus—Longines Olympic 
Sportscasts—S58 special coast-to-coast, 
on-the-spot programs broadcast over 
the CBS and NBC Radio Networks. 


Magazine Advertising 


Great national magazines continued to 
bring the Longines-Wittnauer quality 
story to millions of readers. 


Sports and Spectaculars 


Longines-Wittnauer holds the unique 
position of official timekeeper for al- 
most all major and championship sports 
events all over the world. Every major 
ballpark has a Longines-Wittnauer 
clock, scoreboard, or spectacular dis- 


play. 


The homer that won the 1960 World Series 


Ads in hundreds of college and other 
sports programs bring the Longines- 
Wittnauer sales story to millions of fans. 
The Longines record of sports timing 
achievements remains unmatched. 


Displays and Selling Aids 

New custom display plan allows au- 
thorized jewelers to choose valuable 
custom displays exactly suited to their 
needs. 


Plus, the largest variety of specialized 
sales helps we have ever offered—many 
available on our cooperative advertis- 
ing plan. 


What This Means To You 


You yourself know that this Dynamic 
National Advertising has produced 
America’s greatest quality watch 
“Image” for Longines-Wittnauer. You 
deprive yourself of profit, sales power 
and sales volume if you do not put the 
Longines-Wittnauer “Image” to work 
for you—in your store! 
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NECKS NIXED: It’s no sweat to keep 
up with fashion changes when 
they involve items of adornment. 
But what would you do if heads 
suddenly went out of fashion? 
Down in Burma, the Padaung 
women are really in a pickle, fashion- 
wise. For centuries, the ladies in 
southeastern Burma, home of the 
Padaungs, have been stretching their 
necks to twice life size by wrapping 
them in brass coils. As a girl grew, 
she would dump her old coils and get 
new and bigger ones. 
would 


A grown woman's coil 


weigh three or four pounds. 

Now fickle fashion has switched: 
no more coils for the goils. Padaung 
gals in the know are getting rid of 
them. Pretty soon the ladies will be 
able to gauge each other’s age by 
whether they have five-inch or 10- 
inch necks. 

Complete with neck coil, the aver- 
age complement of jewelry a Padaung 
woman used to carry around weighed 
Bare necked, they 
are now frisking about with a mere 


about 10 pounds. 


six pounds or so of assorted rings 
and spangles on legs and arms. 
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SPEAKING OF THE JEWELRY TRADE 


(> TIMER: The other day we 
were discussing great time 
pieces of the past, such as the Water- 
bury Watch, when our London cor- 
respondent, Cholmondeley Feather- 
stonehaugh, burst in upon us and 
silenced us with a commanding grunt. 
“Pure rot!” emoted Chum. “Call- 
ing these brash new comers upon the 
horological scene ‘old’.” 

He proceeded to tell us that prob- 
ably the oldest functioning clock in 
the world reposes in Britain’s Salis- 
bury cathedral. 

Made in 1386 before pendulums 


had been devised, the clock used an 


escapement called a “verge and 
folio” and was fashioned entirely of 
wrought iron. Not a single screw was 
used. 


In the 1880's the clock was re- 


placed and pushed away in a corner 
to gather dust for 70-odd years. 

In 1955 it was brought out of re- 
tirement, fitted with a replica of the 
original escapement fashioned by old 
craftsmen who also came out of re- 
tirement to do the job. 

Today, says Chum, the clock is 
rounding out its 500th year of oper- 
ation and celebrating its 575th birth- 


day. 


<n PAY DIRT: Why go west, 
young man, when you can go to 


Sing Sing? 

Residents of Ossining, N. Y., are 
wondering whether their town will 
become another Klondike as the re- 
sult of a vein of garnets uncovered 
recently during sewer excavation. 

The contractor who spotted the 
reddish tint indicative of ore when 
jackhammers cracked the pavement 
says the vein is about two feet wide 
and goes down “as far as China.” 

He says there are thousands of 
garnets for the asking, some as large 
First 
come, first served, before the hole 


in Wolden Road is repaved. 


as one half inch in diameter. 
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KARATCLAD GOLD 
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| Colgelialolo i fete 


Enlarged 5 times Karatclad by Uncas 


. meets the FTC quality designation 
—.Heavy Gold Electroplate (minimum thickness requirement, 


100-millionths of an inch of fine gold 


a 
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41KT501/34 41KT499/33 


All rings also available in Sterling Silver — Rhodium finish 


Get the whole story from your Authorized Uncas Distributor. Sold through wholesalers only. 


Uneas MANUFACTURING CO., PROVIDENCE, RHODE ISLAND 


America’s Largest Ring House 


UNCAS SALES OFFICES 


303 Fifth Avenue 29 East Madison St. 448 So. Hill St. 2609 N. E. 37th St. 
New York 16, N. Y. Chicago 2, Ill. Los Angeles 13, Cal. Ft. Lauderdale, Fla. 


D. H. Phillips, Ltd. Frank M. Harkin & Co. M. Elberg & Fils 
623 Atwells Ave. Audrey House, Ely Place 324 Flinders Lane 6, Avenue des Glycines 
Providence 1, R. |. London, E.C. 1, England Melbourne, Australia Bruxelles, Belgium 
©Uncas Mfg. Co. 
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A’ LAST! They laughed when those 
medieval alchemists sat down to 
try to turn lead into gold... 

Now, centuries after Merlin threw 
in the towel, the work of those Dark 
Ages eggheads has been justified. 

In Sweden, University of Uppsala 
scientists have been able to obtain 
tiny quantities of gold by bombard- 
ing lead atoms with nuclear particles. 
Of course there is one hitch: the 
method costs much more than the 
gold-from-lead is worth. So... back 
to the old drawing board! 


_— STRANGERS MEET: The cus- 

tomer told Cambridge, Mass., 
jeweler William Bielinsky that he’d 
wait while Bielinsky replaced the 
crystal in his $150 14 K gold wrist 
watch. 

This was okay with Bielinsky, who 
kept the customer waiting until po- 
lice arrived. 

The customer had picked the 


wrong store for watch repair. On 


the back of the watch he had handed 
over to William Bielinsky was an in- 
scription to Bielinsky’s brother, Jo- 
seph, Jr. The watch had been given 
the latter after 25 years with a chain 
restaurant. 

The customer was booked for re- 
ceiving stolen goods (he told the 
judge he had bought the watch for 
$20 from “a guy” in Cambridge), 
and Joe got back his watch, which 
had been stolen when his restaurant 
locker was rifled last July 4. 


" Pepeenepaas DEPARTMENT: Hy- 
giene is rearing its ugly head 
everywhere you look these days. 
Once you got by with a Saturday 
night bath, so long as you washed 
behind your ears on week nights. 
Now the Cleanliness Bureau (As- 
Soap & 


Says: 


sociation of American 


Glycerine Producers, Inc.) 


“Even your watch needs washing. 
’ (Prudently they add “. . . if it’s 
W aterproof!”’ 


They advise: “Since salt water, 





Sic 





JEWELRY 








“There’s a curse on it. . 





12 men 


who failed to pay the monthly in- 
stallment have died mysteriously.” 
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acids, and other fluids can pit and 
corrode the stainless steel finish of 
the case and wrist band, a waterproof 
watch should be swished through 
warm soap or detergent suds and 
rinsed regularly. Then dry with a 
soft cloth.” 

If you do pass this tip on to fav- 
ored customers, you'd better clear 
them up on the difference between 
“water resistant” and “waterproof.” 


I IT WORTH IT? He was young; he 

was in love; so the Taunton, 
Mass., youth bought an engagement 
ring from Ro-Ann Jewelry Co. and 
gave it to his fiancee. 

Then he found out his fiancee was 
already married. So he stopped pay- 
ment on the ring. 

The jewelry company charged him 
with concealing leased property. He 
brought the same charge against his 
already married fiancee. 

Result: The fiancee returned the 
ring to the jewelry company, which 
dismissed its charge against the 
young man. The fiancee was freed. 

That’s swell; everybody’s happy. 
But, gee, poor old Cupid! 


()® NO, NOT THAT! This one was 
overheard . . . maybe we 
shouldn’t have listened! 
“What shall we give old Bloggs 
when he retires?” 
‘A clock—there’s no present like 


the time.” 


— (@!'!%— movies!! Some 
people go to the movies for re- 
laxation; others go to learn. 

Recently a Seoul, Korea, theater 
packed them in with a French movie 
depicting the theft from a safe of 
millions of francs. 

In the movie, the thieves bored a 
large hole through the ceiling of the 
safe. 

Days later, in real-life Seoul, a 
silversmith reported a theft from his 
storehouse of 66 pounds of silver 
ingots. 

The thieves bored a large hole 
through the ceiling of the safe. 








By Alan C. Webber 


VOLVING CREDIT 


Its benefits 
and limitations 
in the 

jewelry business 
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@ OVER THE PAST YEAR, the Duval Jewelry Co. 
of Jacksonville, Fla., has been converting credit 
operations in its 20-store chain throughout Flor- 
ida to a system which, though widely used by de- 
partment, furniture and clothing stores, has been 
generally ignored by credit jewelers. 

The system—revolving credit—has been de- 
scribed by a credit authority as combining ‘“‘the 
conveniences and ease of handling of the con- 
tinuous 30-day charge account with the privileges 
of installment payment.”’ 


The Duval chain embarked upon revolving 
credit in an overall campaign to reduce costs of 
credit operation and increase credit department 
efficiency. 

W. E. Harri- 
son, Duval con- 
troller, explains: 

“An analysis 
of our operation 
about a year and 
a half ago con- 

4 vinced us_ that 


Revolving accounts (buff ledger) and something had to 

lay-away accounts (blue ledger) are } d , 

integrated in this Craig Model 10, %© Gone im our 
credit depart- 


000 cycle billing unit. 
ments because 


costs there were 
far too high. The 
solution we ar- 
rived at was two- 
fold: a plan to 
consolidate credit 
operations into 
several central 
offices, each serv- 
. ing anumber 

of store units, 
and the adoption of the revolving credit plan.” 


Duval’s monthly credit statements 
to customers are sent out on the 
Burroughs F 40004 cycle billing 
machine shown in operation here. 


Revolving credit is an extremely flexible sys- 
tem which lends itself to any number of slight 
variations from store to store. Before describing 
the specifics of the Duval system, a brief sketch 
of revolving credit in general: 

Advocates of the system point out three major 
advantages: 

1. It reduces the number of credit checks that 
a store must run on a customer. 

2. It insures that a store will collect all service 
charges due on slow-paying accounts. 

3. It offers the customer an enticing form of 
“perpetual credit,” thus encouraging repeat pur- 
chases. 


Here’s How 


A theoretic example of revolving credit in ac- 
tion would be this situation: 


A customer who wishes to open a revolving 
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credit account first consults the credit department 
and has his credit status thoroughly investigated. 
Unlike the practice general under installment 
credit, there is often only one credit check run on 
a customer for the duration of his credit dealings 
with a store (sometimes this is a disadvantage; 
Duval overcomes it). At the time of the single 
credit investigation, the store fixes a credit ceil- 
ing for the customer, based on the latter’s income 
and ability to pay. 

If, for example, a credit ceiling of $300 were 
fixed, and the customer purchased merchandise 
valued at that amount, a probable monthly repay- 
ment figure would be $25 (figured on a 12-month 
pay-off). In addition to the $300, the customer 
would pay a service charge of up to one and one 
half per cent per month on the unpaid balance; 
this would be paid off in one or two additional 
monthly payments. 


Perpetual Credit 

In practice this gives the customer “perpetual 
credit”’ once he has made one or more payments. 
If he has paid off $50 against his $300 bill, he 
can immediately purchase merchandise worth up 
to $50 without the necessity of another credit 
check. His monthly payment will remain the 
same. 

Many retailers use revolving credit in conjunc- 
tion with 30- or 90-day charge accounts to insure 
their receiving a service charge on accounts not 
paid in full at the end of the charge period. The 
customer is aware that he will have to pay a ser- 
vice fee on the unpaid balance at the end of the 
30- or 90-day period and, in case of his temporary 
inability to repay in the stated time, he is spared 
embarrassment. The store, on the other hand, 
gets the service charge due. This amalgamation 
of charge account and revolving credit is called 
a “combination plan.” 

The Duval system follows these lines fairly 
closely. “‘We try to determine the pay-off on an 
account on a 12 month basis,” Mr. Harrison 
says. “This, of course, will be before any service 
charge is added to the account. Paying off the 
latter would generally take an additional two 
months. In other words, if a customer paid each 
monthly installment the account would probably 
close at approximately 14 months.” 


Faster Pay-Off Possible 

Should a customer wish to complete payments 
in less than 12 months he can do so, to reduce 
the service charge. “Under our plan, a customer 
can pay as much each month as he desires so 
long as he does pay the minimum monthly pay- 
ment stipulated,’ Mr. Harrison says. “If the 
customer does not make payments as stipulated 
in the contract, the company collects additional 
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service charges for the added time it takes nim 
to pay out his account.” 

The credit ceiling at Duval’s is also flexible. 
The customer has only to secure authorization 
from the credit manager for the ceiling to be 
raised. The latter first determines, of course, that 


4 ci sttnnilppaciialnie 
“teawak, JEWEL COMPAR 


Some of the paper involved in Duval’s revolving credit system. Top to bot- 
tom: application for credit; form explaining system; monthly statement to 
customer; and the individual's credit record kept on file by the company. 


the customer is able to meet higher monthly pay- 
ments. 

Some retailers unfamiliar with revolving credit 
have voiced the belief that the system invariably 
permits a retailer to collect more service charges 
than does ordinary installment credit. In some 
states this is true; in others it is not. 

Duval departs from standard revolving credit 
procedure in one important respect. It does run 
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an additional credit check if a customer pur- 
chases again, six months or more after his ac- 
count has been paid up. 


PVs 23-5 


Harrison sums up the advantages he has found 
in revolving credit to date as 
follows: 


1. Closer control over ac- 
counts; the store has direct con- 
tact with the customer every 
month through the mailing of 
statements, together with stuf- 
fers. 


2. Increased income through 
being able to collect service 
charges on delinquent accounts. 


3. Faster authorization of 
charge sales, the customer’s 
ability to pay at a predetermined 
level having already been estab- 
lished. 


4. Simplicity. Under the Du- 
val system, all sales tickets, re- 
ceipts, credit slips and other 
customer transactions are post- 
ed to the customer’s account each 
month. Standard installment 
credit, on the other hand, needs 
a ledger card and pass book 
for each customer. It also re- 
quires multiple posting, since 
each charge must be added both 
to the ledger and to the customer 
pass book, and each payment 
must be subtracted from both. 
Customers must either bring 
their pass book to the store to 
make monthly payments or mail 
them in for posting and return 
by mail. 

Harrison feels that the stuf- 
fers sent out monthly with each 
customer’s statement are “very 
important business.”’ So highly 
does he rate them that they are 
mailed to all customers for six months after ac- 
counts are paid out. 

The Duval chain uses Craig cycle billing files 
and Burroughs posting machines in conjunction 
with its revolving credit operations. Harrison 
believes that “on a very conservative estimate”’ 
revolving credit combined with cycle billing “has 
reduced credit operation costs 10 to 15 per cent.” 


(please turn to page 99) 
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BIG 


STORY 


about spring jewelry... 


it’s oversized and dazzling 





@ The spring silhouette is being called the “Mrs. 
Kennedy Look.” It means a simpler, uncluttered, 
subtly supple, easy natural look—no buttons or 
bows, but jewelry for accent! 

Necklines are collarless ...a simple ring, band 
or just a stand-away from the neck. Sleeves are 
above the elbow or nonexistent . . . dresses drop 
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Emphasize to your customers the theme of 
these photographs: that the starkly simple 
suit, casual culotte, short-sleeved costume 
for day or night look right and new with 
giant drop earrings, a single large pin, a 
multiple strand of huge pearls or beads. 
Emphasize, too, that jewels are extravagant 
in size and color: Diamond pins inches wide 
which can be worn as _ ribbon-backed bar- 


rettes; enormous drop earrings and neck- 


laces; 30-inch ropes of semi-precious stones; 
beads that are flecked, enamel striped, of 


hand-blown glass; gold that looks woven. 


low in the back . . . more often they’re a sheath 
with one bare shoulder. 

Jewels for this “silhouette without detail’ are 
overpowering. There should be a new fashion 
vocabulary to describe the dimensions of the new 
jewelry accessories. They are, to the toned-down 
simplicity of apparel, what Brobdingnag (the 
land of the giants) was to Gulliver during his 
literary travels. 

“Long” necklaces mean 30 inches, and they 
come in two and three strands. 

“Big” drop earrings have balls of 18 millime- 
ters. 

“Giant” button earrings are the size of silver 
dollars. 

“Oversized” pins are as long as six inches (even 
in gold). 

‘“Three-dimensional” precious jewelry means 
diamond spirals that really are set all around, 


petals and buds on flowers that measure as much 
as three inches across. 


Hot Stuff to Come 


Color this spring reaches a crescendo. Even 
stockings are “in the pink,” the hottest color of 
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the year. (There are blue-inspired pinks, pale and 
coral tones.) Yellow is brilliant; orange sun- 
kissed; green more jade than turquoise; blue in 
pale tones; magenta newer than purple; a beige 
that is neutral in color but positive in fashion 
interest. 

This spring, clothes are two-tone or in a single 
blazing color with jewelry as a strong contrast. 

The hot blaze of color in ready-to-wear has 
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ignited jewelry as well. Semi-precious necklaces 
are cat’s eye or topaz to pick up the tone of new 
“straw beige,” jade, crysophase or turquoise for 
the limes, lapis for the blues, coral and carnelian 
for the pinks and reds. Costume jewelry provides 
a flame of colors—lemon yellow, printed beads in 
sun-kissed colors, gold-specked beads, peridot, 
green and blue in partnership, coral and beige. 

(please turn to page 97) 
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by J. F. Wilkinson heyday was 


never quite like this -_ 
& MRERZ0OG 
GARNET JEWELRY 

IMPORTER 

HERZOG & ADAMS 
The following article is condensed, with permis- - yy c 
sion of the author and the New York Herald- JEWELRY WATCHES 
Tribune, from Today’s Living. Copyright 1960 
by New York Herald-Tribune, Inc. 


@ NEW YORK’S DIAMOND ROW isn’t Park Avenue 
or Sutton Place or an opulent street in the East 
60’s but a drab block in the West 40s. Americans 
will buy 80 per cent of the world production of 
polished diamonds this year, as they have in previ- 
ous years; most of these stones will pass through 
New York. and many through 47th Street, be- 
tween Fifth and Sixth Avenues. 

Flashy jewelry stores and exchanges line both 
sides of the block at street level. Banks of dia- 
mond rings mounted on crudely hand-lettered 
ecards spill a rainbow glitter in shop windows. 
Diamonds priced as high as $20,000 are displayed 
as matter-of-factly as salamis. Men on the crowd- 
ed sidewalks talk diamonds—some of them, stand- 
ing at the curb, rolling the stones in their fingers 
to inspect them in natural light. But this is only 

(please turn to page 93) 
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New York’s 47th Street, between Fifth and Sixth Avenues. At street level, jewelry stores, exchanges and diamond clubs. 
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Overhead, 381 dealers, nearly 200 cutting firms and other diamond clubs, where buyers and sellers do business. 
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by Virginia Dixon 
JC-K Display Consultant 


Brighten 


Your Windows 


With 
Inexpensive 
Art 


Build your displays 
around poster themes; 
cost is nominal; 
results are 

rewarding 


@ COLORFUL ART WORK suitable for window dis- 
plays and of a quality to attract interested atten- 
tion is not often available at a reasonable cost. 
Decorative posters can fill this need, and Poster 
House, Inc., Chatham 15, N. J., offers a wide vari- 
ety of subjects, all very beautifully reproduced 
from outstanding art work. The accompanying 
sketches illustrate some display suggestions utiliz- 
ing these posters with jewelry merchandise. 

Most of the posters come in a standard size of 
25 inches by 37 inches, but many of them can be 
cut apart to make several smaller decorative units. 
Historical scenes, many travel views, automobiles, 
airplanes, animals and fairy tales are some of the 
subjects covered with their latest release entitled 
The Space Age. 

Single posters are priced at $1.50; two for 
$2.75; three for $3.50 and four or more, $1 each. 
Posters are shipped postpaid in sturdy mailing 








tubes. They also have a framing service and any 
poster may be mounted and framed; prices on 
request. Write to Poster House, Inc., Chatham 
15, N. J., for an illustrated catalog. 


Sketch A—A space man in an anti-gravitational 
suit and 20 real scientific conceptions of space 
vehicles are illustrated in this poster (‘Space 
Age,”’ No. 117) used as a background for “Time 
in the Space Age’’—a display of watches. Watches 
are displayed on flying saucers suspended from 
the window ceiling and on elevations on the win- 
dow floor. Cut-out stars can be scattered across 
the deep blue background. 


Sketch B—Charming ballet scenes are used to 
emphasize rhythm and grace in jewelry design 
(please turn to page 88) 
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You are invited 
to enter 
diamond jewelry designs 


for the 


DIAMONDS-INTERNATIONA L 
for 1961 


ENTRIES TO BE SUBMITTED BY MAY 5, 1961 


AWARDS TO BE PRESENTED OCTOBER 3, 1961 





The 1961 Awards will be made in the following categories: 


AWARDS 


The annual Diamonds-International Awards honor 
design excellence in diamond jewelry. The pieces 
selected, the styling artistry given recognition through 
this competition, make important news for diamonds. 
Entries are invited from retailers, wholesalers, manu- 
facturers, from everyone interested in producing 


diamond jewelry ... in all parts of the world. 


Last year, Awards were presented to nineteen jewel- 
ers whose work was represented by thirty-four jewel 
pieces displayed in the Awards Collection. Honored 
were thirteen jewelers from the U. S., two from 
Canada, two from Switzerland, one from the Dutch 


West Indies, and one from Italy. 


Group | —pieces to retail at $500 or less, exclusive of taxes 


Group 2—pieces to retail between $500 and $2000, 


exclusive of taxes 


Group 3—pieces to retail between $2000 and $10,000, 


exclusive of taxes 


Group 4— pieces to retail at $10,000 or more, 
exclusive of taxes 


Group 5— Royal Pavé, a new category 
Specifications for Royal Pave: 


Royal Pavé means the close massing of stones larger than 
those used in traditional pavé work. 


The individual diamonds should be approximately a quarter 
to a third of a carat in size. The outside limits on stones are 
20 and 40 points. Assorted sizes are permitted. 


The stones should be mounted closely to effect a surface of 
diamonds, but it is not required that this surface be solid. 


Individual settings (such as bead or other) are at the dis- 
cretion of the designer. Melee or other elements may be used 
at the interstices of the stones or the interstices may be left 
open. The resulting surface may be smooth or uneven, lacy 
or solid, or mixed. Thus, where traditional pavé surfaces 
tend to be tight and smooth, Royal Pavé designs may achieve 
greater variety of surface treatment and greater beauty 
through the larger stones used this way. 


For Royal Pavé designs, there are no specifications as to kind 
of jewel or price. 


Designs in any or all groups are to be submitted in sketch 
form, mounted on cardboard, not less than 8” x 10” in size. 
There must be no identifying mark on sketches. Designs are 
presented anonymously to the Selection Committee. 


Entries must be submitted on or before May 5, 1961. 


The Selection Committee, composed of fashion leaders 
and authorities, will make its choice before May 17, 1961. 
Those whose designs are selected will be notified immediately 


after May 17, 1961. 


Jewel pieces, produced in accordance with selected designs, 
must be in the hands of the Diamonds-International Awards 


Administration on or before August 21, 1961. 


Presentation of the DIAMONDS-INTERNATIONAL 
AWARDS will take place on Tuesday, October 3, 1961. 


DIAMONDS-INTERNATIONAL AWARDS 
c/o N. W. Ayer & Son, Inc., Rockefeller Center 
1271 Avenue of the Americas, at 50th St., New York City 20 


Requests for the detailed rules should be addressed to: 
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by Dr. Frederick H. Pough 
Gemological Consultant to JC-K 


Another 
Look 
at Gems 


in London 


Many mineralogical oddities await 
the gem connoisseur 


at London’s Geological Museum 


@ LAST MONTH the new developments in the 
world famous display of minerals and cut stones 
at the British Museum (Natural History) were 
discussed. There is a second gem display just 
around the corner from the Natural History muse- 
um at the Geological Museum on Exhibition Road. 
This Museum also houses the Geological Survey 
of Great Britain. It has displays of mines, quar- 
ries and scenic features and an extensive display 
of gemstones. The collection of cut stones is far 
larger and much more complete than that of the 
Natural History Museum. By a mutual agreement 
the museums do not compete very vigorously, 
and the important new gemstones come mainly 
to the Geological Museum. 

Since our last visit to the Geological Museum 
in 1948 there have not been many obvious changes. 
The general impression as one enters the airy, 
well lighted many-storied hall remains about the 
same. The stones are in a double row of table 
cases with synclinal tops that avoid reflections 
from the skylights and permit, on bright days, 
close examination of the stones under almost ideal 
lighting conditions. 

A third edition of the printed guide to the col- 


lection has been brought out, and it is available at 
the sales desk. It is an excellent booklet to have 
in hand as one travels through the hall, but it is 
regrettable that, in an attempt to make it uni- 
versal, no reference is made to some of the in- 
dividual stones to be found in the cases. Neither 
the weights nor the localities represented are 
given. Nor is the visitor’s attention called to the 
unusual or unique stones in the display. 

Under hauyne (hauynite), for example, it says: 
“Hauyne of sufficient transparency has very rare- 
ly been used as a gemstone,” and a number of small 
cut stones are shown. If this mineral were to be 
treated properly, attention would be called to the 
fact that it is rarely found in transparent pieces. 
to the localities where it is so found, to the fact 
that it is probably never used as a gemstone (cut- 
ting a few stones for a case is not a use), and 
that the individual stones on display, small as 
they are, are probably the finest examples of cut 
stones of this mineral in existence and certainly 
the finest in any public display. Many a collector, 
having seen these stones, has tried to get one 
from the Museum or to duplicate them with other 
Niedermendig (Eiffel, Germany) roughs, but no 
one has been able to do either. 

There are many important stones in the col- 
lection, most of which were there in 1948 and 
mention of which will be found in a JC-K article 
of 1949. This month we want only to describe 
some of the new stones in the collection and call 
the collection once again to the attention of jewel- 
ers who find themselves in London with a little 
time for sightseeing. After the Tower and the 
Crown Jewels, this is a “must.” 


New and Different 


The real connoisseur of gemstones is in for a 
treat now when he visits the Geological Museum. 
The most important addition we noted is also 
the most important gem in the collection. It is true 
that there is a fine diamond crystal, that there 
are large alexandrites and aquamarines, big to- 
pazes and colorful tourmalines that will dazzle 
one. But none of these is truly unique. The new 
stone, now in a case in the center of the hall, has 
this distinction. It is a 19-carat sillimanite, a gem 
sillimanite. It is extremely unlikely that its coun- 
terpart exists anywhere. 

Silliimanite was named for Benjamin Silliman, 
founder of the American Journal of Science. 
Usually it is a fibrous mineral, but in Burma 
and Ceylon it is occasionally found in light blue 
transparent crystals, approximately the color of 
aquamarine. This material has been called gem 
sillimanite; in recent years ignorant collectors 
in the U. 8S. West have been calling fibrous chato- 
yant pebbles of sillimanite “gem sillimanite,” not 

(please turn to page 87) 
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From lamp to cutting wheel... just. , 
everything you can think of has | ) 


more efficient, more 


turn of the century. 


 Today'c diamend tevecle greater: 


more fire, more beauty than was posible 
sixty years ago. — 


And in the fortron in developing ew 


PACING THE PROGRESS OF THE DIAMOND IN- 
DUSTRY SINCE THE TURN OF THE CENTURY. 


BAUMGOLD 


BROTHERS, INC. 
580 FIFTH AVENUE, NEW YORK 36, N.Y. 
NEW YORK + LOS ANGELES + TORONTO 
VANCOUVER + LONDON + ANTWERP 





To assist its readers in the design and sale of custom jewelry, JC-K 
presents contemporary ideas on this page each month. These plates 
may be assembled in a folder and shown to any prospect for a special 
order. With these designs, the jeweler can determine what ideas strike 
the customer’s fancy. The plates in this series are the work of mem- 
bers of JC-K’s Creative Designers’ Panel. This month’s stylist is Sol P. 
Kaufman. (See page 81 for a brief summary of Mr. Kaufman’s back- 
ground.) 
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By Sot P. KAUFMAN 


Diamond pave, cut to baguette 
or marquise dimensions, 

sets the theme for these 
brooches and rings. The 
brooches rely heavily on forms 
from nature—grape clusters 
and a sea anemone—but the 
rings challenge nature’s 
designs with free-form 


shapes of their own 
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Never stops working 
\- ow FO Use 


Around the clock, the Waunston 





organization never stops working in 


your behalf. 





Our new building, specifically 


AER RET 


designed to provide bigger and 
better facilities, is now serving the 


yrowing needs of our custOmers. 


\Mlore and more volume loose diamond 


EERE 
RNY 
_timaranocenacnn. | 


| ) buyers are looking to Harry Winston, 
: 1 | j Inc. tor their diamonds, because... . 


ONLY HARRY WINSTON, Inc. 

) OFFERS YOU... 
: yd The world’s largest diamond inventor, 
™ of sizes, cuts, colors and EXCLUSIV} 


om | QUALITIES. 





4% Diamonds that are cut .and_ polished 
In our factories assuring you ‘the most 
advantageous prices. : 

Ae Expert personnel to help YOU with 
YOUR diamond and _ merchandising 
problems. : 





A call will bring you 
prompt — eye-opening — Action! 

















Entrance for Loose Diamond Division—W. 56th St. 


718 FIFTH AVENUE, NEW YORK 18, N_Y. 
Oli dot mo L401 O1@ 


& 


TARRY WINSTON. 


CALIFORNIA OFFICE 
448 SO. HILL ST., LOS ANGELES, CAL. 





REJUVENATE 
THOSE OLD 
STORE 
FIXTURES 


Sandpaper, paint 
and lots 

of imagination 
can do it 
economically 


@® WHEN EQUIPPING a jewelry store, how much 
would you like to spend on fixtures and decora- 
tion? 

The answer, obviously, is: As much as I could 
afford. 

On the other hand, how little could you spend 
and still get results that would be tasteful enough 
to satisfy the most discriminating customer? 

Carters, of Tucson, Ariz., got those results and 
satisfied those discriminating customers with a 
capital outiay of only $12,500, plus an investment 
of good taste and imagination worth many times 
that sum. 

“We weren’t sure the town could support an- 


More than meets the eye. Swank dignity of this ‘‘wall safe,” 
left, belies its not-so-dignified behind, right. A second hand 
floor safe, it is mounted on a platform behind the wall. 


other top quality shop,” manager Bob Schwartz 
explains. “‘That’s why we were so frugal about 
investing in fixtures.” 

Buying all new fixtures would have meant an 
expenditure of at least $25,000, Schwartz says, 
a dangerously heavy capital burden to take on 
before business proved that Tucson could support 
another quality store. 

Carters’ business over the past two years has 
proven it can. And its decor has proven that 
beauty need not break the bank. 

“We purchased all our fixtures, including 12 
six-foot wall cases, 10 showcases and three glass 
top tables from a store that was going out of 
business,” Schwartz says. “We bought a 10-year- 
old cotton carpet and a used floor safe. Then we 


Almost every fixture in sight in this interior shot of Carters 
is second hand—rug, lighting, and remodeled showcases. 
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settled on a color scheme of white, gray and 
black.” 

Twenty years’ service in the store that went 
out of business had given the plywood showcases 
and wall cases a tired, careworn look. Schwartz 
set out to rejuvenate them. “The showcases were 
the real low sit-down type,” he says. “We put 
false bottoms under them to raise them to an 
adequate height.”’ Then he painted them flat black 
for contrast against the soft gray of carpet and 
walls. The wall cases he painted a slightly lighter 
shade of gray, with flat white for the wooden 
scroll, facing which he designed and added to 
the old cabinets. 

Installation of the safe was a particularly neat 
bit of legerdemain. To the customer it looks 
like an expensive wall safe, framed in trim 
enameled moulding. In reality it is, as mentioned, 
a floor safe, perched on a wooden platform in the 
backroom and purchased for the lordly sum of 
$250. 

Lighting is varied—spotlights in the ceiling, 
suspended incandescent lights and hidden fluores- 
cent tubes in each showcase—and inexpensive: 





About This Month’s Stylist 


Sol. P. Kaufman, author of the jewelry 
themes shown on page 78, has worked in 
several fields—but, he says, he derives his 
greatest satisfaction from expressing dy- 
namic movement in de- 

sign and rhythm for 

fine jewelry. After 

study at the National 

Academy of Design 

and Cooper Union, he 

became affiliated with 

the jewelry industry in : 

the early Twenties. Several years later he 
launched out for himself with Gem Crea- 
tions, a design service which others con- 
tinue for the jewelry trade. In recent years, 
Mr. Kaufman has worked in allied fields, 
such as costume jewelry, watches, watch 
attachments and cosmetics. However, he 
says, “Platinum jewelry is still my first 


total lighting outlay, $540. love.” 

One good photo is worth many words. The sev- : 
eral accompanying this article tell a succinct 
story: quality surroundings for quality merchan- 
dise at reasonable expense. 
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“MINEA” — Order No. 283 10K White: or Yellow G.F. $10.00 Key 
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“AMURRA” — Order No. 284 10K White or Yellow G.F. $11.00 Key 


Finest 


“KHENMET” — Order No. 282 10K White or Yellow G.-F. 


"TAIA” — Order No. 256 10K Yellow G.F. Only $12.00 Key 


SCARAB WATCH *er*conae’ 


This colorful and exciting bracelet-watch attachment is fast becoming a sales- 

leader wherever shown! Scarab originals by Admark are often copied, but 

never equalled. Superbly crafted with first quality European semi-precious 

stones and hand-soldered links. Admark alone helps you 

build profitable scarab business with these promotional 

aids: the world’s largest scarab bracelet (32” long, 

ASSORTED ON\ valued at $1,000); newspaper mats; leaflets and display 
DISPLAY CARD \ cards. Order now—for immediate delivery! 


Retail 00 
$84.65 $7 8 Key 
FILL-INS SOLD IN 
ANY QUANTITY 





The most comprehensive 
selection of scarab 
jewelry in America, in 
14 Kt. Gold, 12 Kt. Gold- 
filled or Sterling. Also 
disc jewelry, Money 
Clips and idents. Write 
714 SANSOM STREET, PHILADELPHIA 6, PA for Catalog today! 


_ WAlnut’ 2.2356 


Copyright 1960 Admar 
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..the Ring that Rings your Register 
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© IN HIGHER PRICE RANGES ®AND AGAIN IN THE FUTURE 


PRE-SOLD TO YOUR OWN 
PROSPECTS IN 22 GREAT 
NATIONAL MAGAZINES 
DURING SPRING, 1961 


Dramatic, full color advertising ... keyed to the 
thinking and desires of your own local diamond Ingenue 


ring prospects . . . appearing consistently in 23 ( a 
Poo i iHINe feat 


leading national magazines ... preselling Keepsake 


Diamond Engagement Rings for Keepsake dealers 
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By Keepsake 


THE PERFECT COMBINATION TO TURN 
EVERY PROSPECT INTO A CUSTOMER 


CERTIFICATE OF GUARANTEE e 
TRADE-IN PRIVILEGE e @ SALES AIDS THAT SELL 


NATIONAL ADVERTISING e 


CIRCULAR-KEYSTONE 


FOR EVERY SIZE BUDGET 
FOR EVERY INDIVIDUAL TASTE 
FOR FAST TURNOVER 


FOR STRONGER 
COMPETITIVE SELLING 


The diamond ring combination designed to give you 
sales supremacy in your own territory. No matter what 
the prospect’s wishes, these Keepsake/Starfire features 


will help you make the sale— 


@ EXCLUSIVE STYLING 


@ PROTECTION AGAINST LOSS 


For your full share of the growing diamond and wedding 
ring markets in 1961 stock, display, promote and sell 
Kee psake/Starfire. 


A. H. POND CO., INC. 


FEBRUARY 1961 


SYRACUSE 2, N. Y. 





CONTROVERSIAL 
NEW YEAR 
DUE IN 
CONSUMER 
CREDIT 


Top billing in public spotlight 
will go to fight over ‘‘simple 


by William Wagner 
JC-K Credit Consultant 


annual interest,’’ with 


more credit regulation, both 


state and national, likely 


@® MUCH INTEREST, as well as some concern, has 
been shown in recent years over the future of 
bank credit-card plans and other methods now 
employed to finance consumer indebtedness. 

The burst of enthusiasm which greeted the in- 
troduction of a whole “pack of cards” that prom- 
ised, or at least implied, the end of the need for 
and the use of currency has subsided a great deal. 

In fact, some business and financial circles are 
trying to decide whether the widely heralded 
phenomenon was a pleasure-inducing mirage, an 
illusion with a great potential for harm, or just 
another means of pepping consumers into more 
consuming. 

An awakening by both debtors and creditors 
to the plain truth that today’s promise to pay to- 
morrow, no matter how tempting, still boils down 
to money owed, a debt that must be paid and also 
collected to keep business sound and the country’s 
economy healthy, may be at hand. 

The “recession” in credit-card enthusiasm 
comes, at least partly, from the need for taking 
time out to digest what was swallowed by sellers 
and buyers when a stack of credit cards was 
proffered as assurance of ability and willingness 
to pay. However, it would be a mistake to as- 
sume that the credit card has been accepted as a 
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worthwhile contribution to the economy simply 
because the fires of controversy are currently 
burning at lower pitch. 


An American Way of Life 


Few who have watched the startling expansion 
of consumer credit and have studied its contribu- 
tion to the production and consumption of all 
kinds of goods will deny that the public has given 
bland approval to consumer credit as an American 
way of life. Without it, the country undoubtedly 
would have an entirely different economy and a 
much lower standard of living. 

Notwithstanding the recognized importance of 
buying today and paying tomorrow as a means 
of keeping the wheels of industry whirring, the 
“credit-card fad,” as it has been often called in 
the last year, appears to have caused concern. 
Danger signals, some raised intentionally, others 
without design, give ample warning of stormy 
weather ahead. 

Not much—probably altogether too little—is 
being said about the need for caution and for 
maintaining tested credit practices. Neverthe- 
less, conservative leaders in the field of consumer 
credit are now less reticent about speaking out 
than they were when credit-card enthusiasts were 
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prophesying the early end of money as a medium 
of exchange. Some banks that rushed into credit- 
card plans a year or two ago already have with- 
drawn from the field, either by selling out to 
financial firms experienced in consumer credit or 
by simply discontinuing their credit-card plans. 
Banks have not said much about cutting down or 
dropping these credit-card operations. But their 
actions imply recognition of the fact that success- 
ful credit business requires special training, 
knowledge, and practical experience; one good 
reason for the present “holiday for digesting.” 


Legislation and Controls 


Even without the pressures due to changing 
economic conditions and circumstances, the pre- 
vailing viewpoint in consumer-credit discussions 
seems to be that the United States Congress in 
1961 will give consideration to the Douglas Bill, 
left over from the last session. Several state 
legislatures also have indicated that they will con- 
sider the enactment of new consumer-credit laws 
and will make changes in existing statutes. 

Because the Douglas Bill assumes that exces- 
Sive use of consumer credit is a threat to the na- 
tion’s economy, mere mention of this proposed 
legislation at once raises the question of federal 
controls. Surprisingly, it is not the spectre of 
“disclosure of carrying charges in simple annual 
interest rates,” but the ghost of old Regulation 
W that causes shudders and overshadows discus- 
sion of the bill introduced by Sen. Paul H. 
Douglas of Illinois with the co-sponsorship of 17 
other senators. 

With bank credit-card plans and a variety of 
other forms of consumer credit now in wide use, 
it is understandable that any control legislation 
would have to be all-encompassing, and, therefore, 
far-reaching in unsettling consumer credit as an 
accepted way of life. 


All in the Same Boat 


Lack of dependable information on how credit 
jewelers—recognized as pioneers in installment 
selling—have fared since consumer credit won 
favor as the “darling” of commercial and finan- 
cial business generally makes it a bit risky to say 
positively how the jewelry industry has been af- 
fected. During the early part of the 1958 bank- 
credit-card spree, jewelry stores usually were 
mentioned in advertising and publicity along with 
other retailers as “‘beneficiaries” of the “new uni- 
versal credit system.” 

Established credit jewelry business, as a rule, 
looked askance upon bank credit-card plans. Ex- 
perienced credit jewelers understood the essen- 
tials of the successful conduct of business, both 
cash and credit, and they feared the broad re- 
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sults of the “credit-card game” much more than 
the likelihood of having their individual busi- 
nesses swallowed by a new 12-foot giant. 

How much, if at all, established instalment 
business, including jewelry stores, has been hurt 
by bank credit-card operations is still undeter- 
mined. However, there is little doubt about these 
plans having spurred price cutting and discount 
selling, and that this in turn affected adversely all 
installment retailing. 

The second round of what some look upon as 
a fight to the finish between merchandising on the 
one hand and money-lending institutions on the 
other will be in the limelight early in 1961. Law- 
making at the federal and state levels will see to 
that. If the sensational and carefully prepared 
disclosures heretofore made at the hearing on the 
Douglas Bill and at meetings of various state 
commissions and committees are taken as a cri- 
terion, the outstanding understatement of the 
New Year will be “whatever will happen will do 
business no good.” 

Organized retailing, in its pages and pages of 
testimony in opposition to the Douglas Bill’s pro- 
posal that all finance charges in connection with 
installment sales and loans be shown in simple 
annual interest rates in relation to the principal 
unpaid balance, did not offer much in the way of 
substitute legislation. It still does not appear to 
have alternative proposals ready for presenta- 
tion. Up to now, retail spokesmen have confined 
themselves to suggesting the enactment of more 
state laws and speeding up the enforcement of 
these laws. 

Testimony by witnesses who supported the 
Douglas Bill’s interest-disclosure requirement 
was emphatic in declaring that state laws had 
proved inadequate for correcting misuse and 
abuse, and asserted that the need for federal legis- 
lation was increasing despite the enaction of 
state laws. 

The jewelry industry unquestionably has a 
vital stake in the present and the future of con- 
sumer credit. Installment sales have made and 
will continue to make the difference between 
healthy growing jewelry business and trade stag- 
nation. And so, willing or unwilling, the jewelry 
business is in the big consumer-credit melting pot 
along with all industry that produces and dis- 
tributes for public consumption. Zee 


Have you read any fresh, stimulating 
ideas in this issue of JC-K?—probably, 
you have. Share JC-K, share these ideas 
with others in the jewelry business. The 
further these good ideas travel, the better 
informed and more prosperous will be the 
jewelry industry. 
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GEMS IN LONDON 
(continued from page 76) 


knowing that the true gem material is entirely 
different. 

The 19-carat stone in the Geological Museum 
has just been acquired. The rough was part of 
the stock of a dealer in stones who lived in Burma 
for many years but who has now retired and 
moved home. It is beautifully cushion-cut and ap- 
pears to be free of flaws. Sillimanite is an alumi- 
num sileate, the same as kyanite and staurolite in 
composition, and it has a very perfect cleavage 
like kyanite, so that cutting a stone like this one 
is a very difficult task. Even some of our best 
amateurs (who have time and patience unknown 
in professionals) haven’t been able to do it, 
though getting a piece of rough to work on may 
be one of the hardest aspects of this particular 
project. The finished stone is of a medium blue 
color, with deeper slightly purple glints (from 
dispersion) along the girdle, and is very rem- 
iniscent of benitoite. Except that it is too big 
for a benitoite. The dichroism is also much like 
that of benitoite, a violet-blue to a pale yellowish 
gray. 

The next most important new stone, because 
it is so unusual, is a violet, deep amethyst-colored, 


zircon. One of these was seen in 1948 in the hands 
of a dealer. Subsequently this hue in zircons was 
questioned, though the writer produced it acci- 
dentally and temporarily in some irradiation ex- 
periments with zircons. Consequently, it is of 
great interest to find a 16.5-carat rectangular 
stone of this hue, possibly from Ceylon, added 
to this collection. It is probably the most import- 
ant zircon in the display, though far from the 
biggest. 

Since there seem to be a few more in a dealer’s 
hands, we should mention a new color that has 
shown up in scapolite faceted stones. This is 
light pink, like Brazilian morganite in hue and 
depth. The old pink scapolites that we have known 
for years were always chatoyant, and generally 
not very attractive because of the somewhat weak 
“eves.”” Now we have some really clear material 
from which a few faceted stones have been cut. 
They make the case almost as colorful as one 
with some of the better known stones, for scapo- 
lite now appears to have quite a number of hues. 

For many years the only cut scapolites known 
were from Brazil, where a straw-colored, water- 
worn material was found that could be cut into 
medium-sized stones. Then a few colorless stones 
were found, some from New York state. Larger, 
clear, crystals were found in Madagascar, along 
with more of the straw-colored material. A few 
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deep violet catseyes came from Burma and were 
very highly prized. Usually these are small and 
generally they are cut so that the eye goes across 
them the wrong way. Then some white and some 
pale pink catseyes were brought from Burma, 
adding this new hue. Now we have clear pinks, 
though they are rare. So scapolite has changed, 
in a very few years, from a rare one-color gem- 
stone to a more common and more important 
stone with a whole color spectrum. Of course, it’s 
still a rare collectors’ stone, but it is one that can- 
not be ignored by gem specialists. 


Other New Additions 

Other new stones include sinhalite which was 
not recognized as being different from peridot 
back in 1948. The display includes a number of 
stones ranging from a pale, straw yellow, big 
stone of 43 carats to red-brown and green-brown 
stones weighing 2, 6, and 8 carats. It is likely that 
these were already in the collection; if so, they 
were grouped with peridot and overpowered by 
a big uncut crystal from St. John’s Island, Egypt. 

Sinhalite is so similar to peridot that it never 
occurred to gem people to question its identity. it 
was a mineralogist (who felt that the geology of 
the occurrence was wrong for peridot) who finally 
checked this commercial material and found that 
it was an entirely different substance. Chemically 
it is a borate and not a silicate at all. 

Another big stone in the display is interesting, 
though not especially important. It is a greenish 
cabochon-cut topaz with a sort of catseye from in- 
clusions of rutile, and it weighs 105 carats. It is 
presumably a Brazilian stone. There are some 
spessartites from Brazil and from Burma. The 
latter were once thought to be most unusual and a 
tremendous price was asked for them, but the 
abundance of the Brazilian Pocos do Cavalhos 
spessartites soon rectified that situation; the 
Burmese stuff just wouldn’t sell. 

There is also a new demantoid of fine color, 
though only about two carats in size. Enstatites 
are among the other new stones and are repre- 
sented by little green stones from the diamond 
mines and Indian brown cut stones of around 314 
to 4 carats. They are dull stones with little but 
novelty to recommend them. Another new stone, 
better this time, is a light blue oval brilliant iolite, 
said to be from Mogok, but quite possibly from 
India, where some new brighter material has been 
found. 

The tourmaline series has several new stones 
for its color series. The most unusual is a topaz- 
colored stone of about 41% carats. This hue is un- 
usual for tourmaline and the cushion-shaped stone 
makes a nice addition to this color series. There 
is no indication of its origin. There is also a nice 
new color series of Burmese spinels. They are laid 
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out on a new background material, in holes cut in 
a thin sheet of frosted plastic above a white base. 
This idea of E. A. Jobbins, the curator since 1950, 
presents the stones in a very attractive fashion, 
keeping them in the proper position but without 
any obvious supports that always detract from a 
display. The edge of the plastic sheet does not 
show under the stones; the latter are in just the 
right position to give the best effect. 

Lastly, we would like to call jewelers’ attention 
to the beryls. There is a fine new 180-carat catseye 
aquamarine, poorly illuminated to bring out the 
eye, unfortunately. Good natural light is fine on a 
sunny morning, but when it comes to phenomenal 
stones, it doesn’t show them at all, much less do 
justice to them. The other noteworthy new bery! 
is a heart-shaped 82-carat golden bery! with a rose 
cut top and a brilliant cut bottom. It is an inter- 
esting bit of lapidary work. 

Next month we shall cross the street (Look to 
the right as you step off the curb now!) and see 
some gems and jewelry in the Victoria and Albert 
Museum, a very important collection. 2 es 





BRIGHTEN YOUR WINDOWS 

(continued from page 72) 

for this display. The poster (No. 109) called 
“Ballet” includes three ballet scenes, five ballerina 
figures in costume and seven figures in various 
ballet positions in the 25” x 37” size. The poster 
may be ordered singly or as a set with the 14 
additional pieces for $3. In the display sugges- 
tions, two of the ballet scenes have been used 
against the background with the seven small bal- 
let position figures arranged with groupings of 
jewelry. 


Sketch C—“The History of Cars,” an appealing 
subject for men, is used to dramatize a display 
of men’s jewelry. The poster shown against the 
background is part of the full-size poster. Individ- 
ual illustrations have been cut from the lower 
section of the poster and spotted with the mer- 
chandise arrangement in small shadow boxes and 
on the window floor. This poster is called “His- 
tory of Cars” (No. 113). 


Sketch D—A travel poster is used as a back- 
ground for luggage and other travel accessories 
in this window with the copy—‘Paris in the 
Spring . . . or whatever your travel plans, fine 
accessories to make your packing more compact, 
your trip more comfortable.” The travel posters 
available from Poster House include London, Hol- 
land, Spain, Peru, Austria, France, Germany, 
Norway, India and Venice ... all in full, rich 
oil colors and suitable for a variety of display 
uses. The Paris poster is No. 207. EEG 
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PARDNE 


I'm a man of few words since mah 
mouth haired over, but ah got one 
thing to say to you square shooters: 
Use thet ever lovin’ JC-K Directory Issue. 








It puts you on the trail of thousands of sources 
of supply quicker and easier than any injun guide. 





Maybe you’re a-hankerin’ for coin jewelry or beads— 
whatever, that JC-K Directory Issue is a real pardner, Pardner! 





47TH STREET 

(continued from page 70) 

the fringe of the business. The real trade goes 
on in the upper stories of just about every build- 
ing in the block. There’s a company connected 
with diamonds for every one of the block’s 750 
feet—381 dealers, almost 200 cutting firms, most 
of the city’s diamond sawyers and setters, scores 
of retailers, and two diamond clubs. 


Diamond Traders’ Clubs 


Hundreds of thousands of dollars and thou- 
sands of carats of diamonds change hands daily 
in the two diamond clubs—the Diamond Trade 
Association at 15 W. 47th Street and the Diamond 
Dealers Club at number 30. They aren’t clubs 
in the social sense, but commodity exchanges 
that offer buyers and sellers of diamonds a secure 
place to meet and do business. Guards who know 
every member by sight control entrance doors 
from behind bullet-proof windows. Burglar-alarm 
buttons stud the walls. 

The center of activity in each club is a large, 
bright room with ceiling-high windows running 
the length of the north wall. Buyers and sellers 
sit at opposite sides of tables under these windows 
to do business. North light is necessary for ex- 
amining diamonds because direct sunlight doesn’t 


bring out the true color of the stone. (Landlords 
in the neighborhood charge extra for offices with 
northern exposures.) 

Diamond men usually carry their stock in large 
leather containers. Many wear suits specially 
cut to include a concealed pocket for them. Dia- 
monds are packed in folded papers that resemble 
those for headache powders. A potential buyer 
first looks a diamond over casually, prodding it 
about on a sheet of white paper to observe its 
color. Then, if he’s really interested, he takes a 
long, long look at it through a 10-power loupe. 
Anyone in the diamond business usually works 
on a slim profit margin, and an evaluation that’s 
only slightly off can put him in the red. He has 
to determine the diamond’s worth by the four C’s 
—clarity, color, cut, and carat. 


Multi-lingual Business on Credit 


3ecause the business is cosmopolitan, there 
are quite a few languages to reckon with. At lunch 
time in the restaurants that are part of each ciub, 
French, German, Flemish, Russian, Spanish, Yid- 
dish, Hungarian, and Dutch can be heard at the 
tables. Three-quarters of the members came to 
the United States from Europe, particularly from 
Antwerp and Amsterdam, during World War II. 

Most of the members know one another and 
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are close enough to do much of their business on 
credit, without even using receipts. It’s not an 
easy circle to enter. Young men don’t decide to 
go into the diamond business on leaving college, 
as they might choose advertising or soap manu- 
facturing. Most of the members are sons, grand- 
sons, sons-in-law, or nephews of men in the trade. 
A few women belong to the clubs, but they’re 
~Le Z senders fe "QUALITY sap eatac Sey widows of members. An applicant for membership 
a og Zs Timers and Chronographs—for use in must have four members as sponsors and good 
isis. orn Fins lama ica aaataaal business references. His picture and vital statis- 
tics are posted in a club for 10 days to give mem- 

of Fine Features of GALLET bers an opportunity to challenge his admission. 
sal iapt and GALCO Timers: Trade at the club is carried on by dealers who 
import diamonds; brokers who buy and sell for 
others on a commission basis; cutters who proc- 
GLACIDUR Metal Balances ess diamonds; manufacturers who want stones 
GALCO CHROME Finish, Hinged for jewelry; and traders who buy and sell con- 
Nickel Cases stantly, making a living from a high turnover 

SECURITY _ @ ANTIMAGNETIC at a small profit. The Diamond Dealers Club has 
7-JEWEL Lever Movements about 1,500 members and much of the trade there 

GUINAND lnene sirenger meso} is in small stones. The 850 members of the Dia- 
There's a Racine Timer for mond Trade Association deal mostly in larger 


RACINE E Modern P oe ; ’ , 
very Modera Purpess diamonds. Industrial diamonds are bought and 
1-11-18), 1e1Cl-7 4a Write for Catalogue JC 2 sold in both clubs. 


® NIVAROX Hair Springs 
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Disputes naturally arise from all this business, 
JULES RACINE «company inc but the public never hears of them. Each club 
ide has an elected board of arbitration that settles 
all differences. All members agree to accept ar- 
bitration when they apply for membership, and 


aq new anyone who refused to accept a decision or took 
STRIKE a complaint to a civil court would be barred not 
SALES HIGH only from his club, but from the other 13 clubs 


rR that make up the International Federation of Dia- 
ccm WIth mond Bourses. According to Isidore Friedman, 


secretary of the Diamond Dealers Club, this is 
REH_--ratt almost equivalent to being barred from the busi- 
TROPHIES | “~ 


and Retail Shops and Booths 
Diamonds in first-floor shops on 47th Street are 
AWARDS in the hands of retailers with the plain-pipe-rack 
No. 552 approach. Shop windows are loaded with dilia- 
Beautiful example of monds and adjectives. The cards on which dia- 


hand-spun commercial 


ome an senburs mond rings are mounted for display carry such 
finish, with Ivory base. terms as superb, stupendous, wonderful, glorious, 


unusual, brilliant, special, and magnificent. Al- 

Bowling Trophies are NOW Year ‘Round Sellers though the sidewalk shops are picturesque, they're 
Se Reelin: taiiaaiaicaiia aie allies no different from jewelry shops of the same quali- 
vidual and team awards and we available ty anywhere else. “There are some real bargains 
have these for you at every price Custom-designed down there,” says one upstairs diamond dealer. 


level. REH-craft designs, rich miniature replicas of a ° 
appearance and fine workman- your customers’ trade- “But you’ve got to be in the business to spot 


ship help you make extra sales marks, products and them.”’ 
the easy way. buildings. ‘ 


WRITE FOR FREE color-illustrated complete catalog 


20 WEST 47th STREET, NEW YORK 36 











Most of the retail trade, however, goes on in 
noisy, overheated exchanges, where booths rent 
a | for $10 and up per foot of counter. Anyone not 
A.C. REH BERGER CO. “ES / in the business might well wonder how jewelers 

NS AO LAK (AVE + COCA TA. 40h ae in the exchanges can make a living surrounded 
f by competition. “It’s simple; 47th Street is where 
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many people come to buy jewelry,” says the owner 
of a minute stall. “I have my own customers and 
I get business from people who come to the street 
looking for something in particular and find that 
I have it. I wouldn’t do half the business else- 
where.”’ 


Coppers Everywhere 


Those who do business in West 47th Street 
claim it’s the best protected block in town, and it 
probably is. There’s always a uniformed police- 
man on the block and several plainclothesmen 
backing him up, says Lieutenant Thomas Cava- 
nagh, in charge of detectives at the 16th Pre- 
cinct. In addition, there are usually men from 
the Burglary Squad keeping an eye out for known 
criminals, and men from the Property Recovery 
Unit tracking down lost or stolen jewelry. 


Other interested agencies often represented 
on 47th Street are the Federal Bureau of Investi- 
gation, the Treasury Department, the Internal 
Revenue Service, and the City Department of 
Licenses. Guards from several private detective 
agencies are also on duty. Holmes Electric Pro- 
tection Company has the safes and vaults of 424 
firms wired with burglar alarms and has installed 
1,150 alarm buttons in the block. (The Diamond 


Dealers Club alone has 70.) Despite all these 
precautions, a diamond dealer was robbed of 
$40,000 worth of uncut diamonds on the 16th 
floor of a building on the block last March. The 
robbery occurred in one of the few places not then 
equipped with burglar-alarm buttons—a men’s 
washroom. 

The source of almost every diamond is DeBeers 
Consolidated Mines, Ltd., of South Africa, which 
markets 95 per cent of the world’s rough dia- 
monds. Periodically, the Diamond Trading Com- 
pany in London (a marketing corporation in the 
DeBeers group) cables notices to 300 firms and 
individuals throughout the world advising them 
of a “sight’”—a sale of rough diamonds. About 
80 Americans get these notices, but few persons 
here know who all of them are. The 300 reply, 
saying what they’d like to buy. 

When they arrive in London, they’re shown 
a parcel of diamonds of various sizes and qual- 
ities on a take-it-or-leave-it basis. Almost every- 
one takes it. These parcels, some as big as shoe 
boxes, cost from $50,000 to $300,000. American 
dealers re-export some of the small diamonds to 
Antwerp and Amsterdam. Labor costs are too 
high here to make it profitable for them to polish 
small stones. European and Israeli Cutters pro- 
cess the small diamonds and sell them here. A 





The Original... 
One-And-Only 
In The Popular 
Price Range 


*ADJUSTABLE END 
Adjustable Length 
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Watchband 


Ask your wholesaler to show 
you the NEW complete Bristol 
Line of low priced watchbands 
from $1.70 up (Keystone). 
Manufactured by Foster Metal 
Products. Order through your 


wholesaler. Just 
°PAT. NO. 2,998,889 
Press In 
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578" 


100% AMERICAN MADE 
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11/16” 


Fits Every 
Wrist 


*FOSTER-MATIC PLUS 
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ADJUSTABLE! 


3/4” 


Fits Every Watch 
BOTH WAYS! 





HIS and HEE RS 


by SEA-LINER 


Two for the money 

Two for show 

Priced right, smartly styled 
These will make your 
profit grow. 


Just two from a wide 
assortment of self winding, 
waterproof sport and 
diamond watches. 


Do yourself two good turns 
today and write for further 
information and price list. 


\ 4 e.. 
SE EA-LINER WATCH co. 


31 WEST 47th ST. © NEW YORK 36, N.Y. © COlumbus 5-6920 


FOR EXTRA BUSINESS? ON 
THE HUNT FOR AN UNUSUAL 
ITEM OF MERCHANDISE 
WHICH SOME CUSTOMER 
WANTS? A_ SUPPLIER OF 
THIS ITEM IS PROBABLY 
LISTED IN THE JC-K JEW- 
ELERS' DIRECTORY ISSUE. 
PICK IT UP NOW — OPEN 
IT TO THE ALPHABETICAL 
MERCHANDISE LISTING AND 
CONTACT ONE OF THE SUP.- 
PLIERS LISTED. IT'S AN 
EASY WAY TO PLEASE CUS- 
TOMERS AND MAKE MONEY. 





rough diamond is considered large if it weighs 
three carats or more. 

Usually diamonds are divided into two or more 
pieces by sawing. At Henri Grishaver’s shop, the 
owner of a rough meets with Mr. Grishaver in 
the front office to discuss the best way to saw 
the stone. (This office, like most in the block, is 
entered by a door fitted with an electrically con- 
trolled lock. Typically, it’s equipped with a view- 
ing light, a pile of white paper, sensitive scales, 
and a large safe.) When they decide how the dia- 
mond is to be sawed, Mr. Grishaver draws a line 
around it with India ink to guide the sawyer. It 
takes an entire day for minute particles of dia- 
mond dust to grind through a one-carat diamond. 
A stone of eight carats takes all week to divide. 
Because of the slowness of the work, a single oper- 
ator can handle 20 to 30 saws. 

For all their hardness, diamonds can be split 
by a blow in just the right direction. The block is 
full of stories of $75,000 diamonds shattering on 
the saw. One of the young sawyers at Grishaver’s, 
his face flecked with oil and diamond-dust mix- 
ture, shrugs his shoulders at these stories. ““The 
risk is great, but you’ve got to learn to live with 
it,” he says, like a Hemingway hero. 


Diamond Against Diamond 


The next step on a rough diamond’s road to 
beauty is the bruting, by which it gets an ap- 
proximation of its final shape. A _ technician 


mounts it on a lathe and shapes it slowly, using 
another diamond, mounted on the end of an 18” 


brass-tipped stick, as a cutting tool. Actually, 
he works on both diamonds at once, shaping the 
stone on the lathe and taking the rough corners 
off the tool diamond. Like sawing, bruting is done 
on a fee basis that varies with the weight of the 
diamond. The dust the two diamonds produce as 
they wear each other down is caught in a small 
tray. Washed, it sells for about $2 a carat ($280 
an ounce) to diamond polishers. When a diamond 
leaves the lathe, it’s about 20 per cent lighter 
than its original weight. It gives a hint of its 
eventual appearance, but it’s still a long way 
from the polished gem that will catch the sunlight 
and split it into rays of red, gold, green, blue, and 
violet. 

As noted earlier, 47th Street has almost 200 
firms that buy rough diamonds and turn them 
into cut and polished ones. Some are only two-man 
businesses that specialize in large diamonds. 
One man does the buying and selling and the 
other handles the polishing. All the capital they 
have—and, possibly, some they haven’t—can be 
tied up in two or three big diamonds. A few firms 
are of the size of Baumgold Brothers, which has 
a 100-man factory that covers an entire floor at 
62 West 47th Street. This company buys rough 
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diamonds at the London sights, saws, cuts, and 
polishes them, and sells the finished gems to re- 
tail jewelers. Baumgold Brothers is one of the 
few companies that can afford to handle small 
rough diamonds. It finishes them on specially 
automated machinery that grinds and polishes 
facets with only occasional attention from oper- 
ators. 

A typical shop is one owned by Marc Ratzers- 
dorfer. There 12 men work under strong fluores- 
cent lights at what look like record turntables with 
one to four tone arms. These turntables, known 
as laps, are cast-iron plates moistened with a 
mixture of diamond dust and oil—about 20 drops 
of oil to one carat of dust. The tone arms, called 
dops, hold diamonds in steel claws against the 
laps. The lap, spinning at 3,300 revolutions a 
minute, gradually wears down a diamond and 
creates its facets. 

The first man to work on a diamond is the 
lapper, who makes the first 18 facets—eight on 
the bottom sides, eight on the top sides, the small 
bottom surface known as the culet, and the face 
of the diamond. He has to change the position of 
the stone in the steel claws of the dop for each 


facet. When he’s finished, he turns the diamond | 


over to a more skilled craftsman—the brillianteer 
—who gives the stone its final 40 facets. 


When a diamond gets its final facet, it leaves 
the polishing wheel for a refreshing bath in boil- 
ing acid that cleanses it of oil and dust. Its trial 
by grinding is over and it slips into the stream 
of commerce, possibly by way of one of the dia- 
mond clubs. The odds are even that ic will end 
up on the left hand of a girl who’s just become 
engaged. This year eight out of every 10 engaged 
men will buy diamond rings for their fiancees. 
These diamonds will average slightly less than 
half carat in size and will cost an average of 
$228, exclusive of the mounting. Zee 


THE BIG STORY 
(continued from page 69) 

Fabrics and finishes are fresh in design and 
texture. There is a simplicity in weaves of wool, 
a softened influence in the silks that has an effect 
on all other fabrics, even cotton. Chiffon and 
organdy are used for the fluid dress-up look. 
Prints and stripes are bold. “White with’’—is all- 
important. 

Precious jewelry is more three - dimensional 
than ever. It is architectural in design. Diamonds 
set pavé are applied to leaves that are concave 
as well as convex. Gold looks like cloth. One par- 
ticular weave resembles lizard and is fabricated 
so the necklace or pin is made of a hollow tube 


of gold that is really manipulative. There’s a drift | 
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OF YOUR 
“ee y 8 O% CUSTOMERS 
“A HAVE OLD WATCHES 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME icc’ 


® NATIONALLY ADVERTISED * PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out. of hiding .. . 
create extra repair jobs.) 


AVAILABLE AT YOUR JOBBERS oR write $4.00 
BEATTY MFG. CO., 7424 Santa Monica Bivd., Hollywood 46, Calif. KEYSTONE 














TO AMERICA’S FINEST 
oe JEWELRY SHOPS! 


RRB 


IN BRITAIN Big Ben has been known to 
London residents for more than 100 years 


and for more than 100 years 


STRATTON OF LONDON 


has been known for 
COMPACTS & PURSE ACCESSORIES to the queen's taste 


Now these elegant wares are offered to America's fine 
jewelers. They are certain to sell readily in the 50 
United States of America . . 


the jeweler. 


. at goodly profits to 


Exclusive U.S. Distributor 


tratluu OF LONDON, INC. 


39 W. 37 Street, New York 18, N. Y. 
West Coast: 760 Mission St., San Francisco, Cal. 











Long established New York 
DIAMOND MANUFACTURER 
cutting |/2 ct and up, invites reputable 
WHOLESALERS and MFG. JEWELERS 
with good following to communicate 
with us, if interested to carry a stock of 
these sizes. All qualities—Good make. 


Address: +D-6374 


care of Jewelers’ Circular-Keystone 











WANTED — EXPERIENCED MAN 
BY WHOLESALE JEWELRY FIRM 


We have need of a man with executive ability, 
with knowledge of loose diamonds, diamond 
mounted merchandise, gold jewelry, costume 
jewelry and kindred lines. 


Also some knowledge of compiling catalog. 


Permanent position with advancement accord- 
ing to ability. 

Give age, experience and references. All com- 
munications will be held in strict confidence. 
Address reply to: Mr. Alfred J. Krower, c/o 
Leonard Krower & Son, Inc., P.O. Box 330, New 
Orleans 9, La. 
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away from Florentine per se. It is a supplement 
rather than the whole. There’s more application 
of contrasting satin and polished gold finish. 

Costume jewelry, too, follows the fabric lead. 
Typical is the “stripe” jewelry with enamel used 
boldly against chalk white. 


Things To Come 

These are the bellwethers of Spring, 1961: 

Shaped beads, wooden beads, handblown beads, 
twisted beads, textured beads, anodized aluminum 
beads, printed beads, French “cotton” balls hol- 
lowed out for lightness... 

Nuggets of quartz, jade, cat’s-eye, amethyst, 
lapis, topaz, karat gold and fresh water pearls 





make up necklaces. Agates, black hematite are 
also in the ascendance. 

Karat gold necklaces are so flexible they fold 
in multiple pleats like so many of the skirts for 
evening. They use hundreds of findings to insure 
this lightness in look and feeling. Diamonds glit- 
ter in many of them. 

Hand-carved crystal pins make a spray of 
flowers. Diamonds set pavé enclose a center bud 
of rubies, emeralds or sapphires. Green is a color 
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Manipulative gold pin 
(18 K), with emerald 
and square cut dia- 
mond trim; a fashion 
highlight; suggested 
retail price is $2,000. 


to watch, with emerald and jade seen more fre- 
quently. 

Pins are unparalleled in size, two- and three- 
strand necklaces unbelievably long; chokers and 
bibs of beads and pearls with unprecedentedly 
large individual units. Bes 


REVOLVING CREDIT 
(continued from page 66) 

Conversion to revolving credit was a simple 
matter, Duval says. Equipment companies pro- 
vide assistance in setting up workable systems 
and in retraining personnel. 

Harrison pelieves revolving credit is best suited 
to the larger credit stores, ones with a minimum 


annual business of $500,000 and with at least 
6,000 credit accounts. Below that figure, efficiency 
gained by volume handling of credit tends to dis- 
appear and equipment and administrative costs 


loom large. 


.. . And Cons 

In Duval’s first year of experience with revolv- 
ing credit, Harrison has discovered only two 
drawbacks: a certain amount of difficulty in edu- 
cating present customers to the use and benefits 
of the system; and an increase in postal expenses 
due to the mailing of monthly statements. 

On the whole, however, he is well satisfied that 
the advantages of the system outweigh the dis- 
advantages. 

Looking to the future, Harrison hopes Duval 
may be able to further reduce credit costs by 
establishing central credit offices, each of which 
would serve several Duval stores and would 
utilize cycle billing and, almost certainly, revolv- 
ing credit. Through such consolidation Harrison 
sees a possibility of reducing Duval’s present 
credit equipment investment of $60,000 to a mere 


$20,000. ; 
Jewelers interested in delving into revolving 


credit in greater detail may write to the Credit 
Management Division, National Retail Merchants 


Association, 100 West 31st St., New York 1, N. Y. 
a 6 @ 








In addition to a complete 
line of standard awards, 
R. & L. maintains a staff of 
skilled artists who will design 
to your order any special 
awards your customers may 


ask for. 
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TROPHIES 


THE BIG PROFIT LINE 


WRITE FOR BIG! 
NEW CATALOG IN > 
LIVING 4 COLOR 


R. & L. MANUFACTURING CO. 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 


® NEW IDEAS 


® FRESH DESIGNS 








/EWELERS' CIRCULAR-KEYSTONE, FEBRUARY 1961 





THE OFFICIAL MEDAL 


COMMEMORATING THE 


INAUGURATION OF 


THE 35TH PRESIDENT 


OF THE UNITED STATES 


photographs courtesy of Medallic Art Company 


... made of HANDY & HARMAN gold 


To commemorate the inauguration of the 35th President medals will also be struck, as well as an unlimited number 
of the United States, the official inaugural medal will once in bronze, to be offered for sale to the public through the 
again be struck by the Medallic Art Company, of New York, 1961 Inaugural Committee, Liberty Loan Building, 14th 


as designed by the distinguished sculptor, Paul Manship. and D Street, Washington, D.C. 


At least one gold medal will be prepared for presentation Again, as in the past, Handy & Harman has the honor of 


to the President. A limit issue of 7500 serialized silver supplying the gold and silver for the inaugural medal. 


Your No. 1 Source of Supply and Authority on Precious Metals 


HANDY & HARMAN 


General Offices: 82 Fulton Street, New York 38, N. Y. 


Offices and Plants: 
Bridgeport, Conn. + Chicago, Ill. « Cleveland, Ohio « Dallas, Texas » Detroit, Mich. » Los Angeles, Cal. + Providence, R. I. Toronto, Ontario 
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A NEW 
EXPRESSION 
of 
TRADITIONAL 
DESIGN! 


In Beauty That Sells 





“A ffection’’—Fine Silverplate With Sterling Manners 


The new Affection* pattern in Community* Silverplate is a fine example of the beauty that can be 
achieved when silverplate is given sterling care. Here is traditional design in the modern 
manner... the feel and luxury of sterling at one-quarter the cost. 


We Give Our Silverplate Sterling Care! 
& COMMUNITY SILVERPLATE by ONEIDA SILVERSMITHS 
ONEIDA, N. Y. 


* Trademarks of Oneida Ltd., Oneida, N. Y. 
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“Affection”... 
Beauty That Sells 


In Fine Silverplate With Sterling Manners 


) “> 
sot - a> 
Affection* has been especially designed—and 


then market tested—to meet the increasing demand 


for traditional home furnishings. This is a pattern 


in fact, who have an eye for beauty and a 
wish to stretch their incomes to include 
all of the fine things desired 


by today’s homemakers. 


EXTRA VALUE DRAWER CABINET 


Give this handsome walnut-finished cabinet with solid brass 
drawer handle, tastefully lined in blue and white, as an extra 
value with the 52-piece Service for 8 at only $89.75. Your cus- 
tomers will be delighted with the ease and convenience of a 
drawer cabinet for their silverware service, just as they wiil be 
amazed at the sterling-quality features to be found in each and 
every piece of Affection. Drawer cabinet also available with 
76-piece service for 12 at only $129.75. 





YOu, "She ™ 
or ~ 


40-PIECE SERVICE FOR 8 cme 
_ sere NTP 
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8 five-piece place settings in eye-catching gift box 
only $49.95. This “extra value” service is psycho- 
logically priced to attract and satisfy the great 
mass market! The gift box displays a complete 
place setting on an aqua-blue satin lining under 
clear acetate, dramatically contrasting with white 
llama leather-grain covering material. Available 
in all Community* Silverplate patterns. Hand- 


some chest available at only $8.75. 
We 
Give Our 


Silverplate 
Sterling Care! 





“A ftection” 


Beauty That Sells 
To The Big Bridal-Gift Market 


Affection®* in Community* Silverplate makes a perfect gift 
for the silver conscious bride. The satiny finish, the 
. flawless contours, the precise placement of extra silver 
on the wear areas are a few of the features 


which give this new, traditional pattern the feel and 


appearance of sterling . . . at only one-quarter the cost. 





FREE BRIDAL CHEST 
AND DISPLAY UNIT 


To Help You Sell More Silver, Oneida 
offers you a FREE Bridal Chest and Dis- 
play Unit with the purchase of only two 
52-piece sets of Affection in the Drawer 
Cabinet shown on the opposite page. 
Display and Bridal Chest shipped pre- 
paid from factory. 


This handsome Bridal Chest, a $12.00 
value, is covered with durable white 
leather-grained plastic and lined with 
harmonizing blue and white fabrics. 
Ideally suited for bridal display ...and 
permanent use. Consumer may select chest 
of her choice, and jeweler may sell the 


empty container for added profits! 


MORE TRAFFIC, MORE SALES 
WITH THESE 


On trod uctocy Specials 


3-PIECE PARTY SET $3.95. 


This $8.00 value, handsomely gift boxed, combines 
an oval Imperial handmade glass divided dish with 
Relish Spoon and Pickle Fork in Affection. Sold in 
assortments of 6 with regular trade discount. 


2-PIECE SERVING SPOON SET $2.95. 


Regular price $6.00. One pierced and one plain serving spoon in attractive 
gift box. In Affection pattern only. Sold in assortments of 8 with regular 
trade discount. 





“Affection”... 
Beauty That YOU Will SELL 


Song of Autumn* 


EASIER AND FASTER WITH THESE 
ONEIDA SALES AIDS 


You can capitalize on women’s natural interest in something 
new by building traffic and sales with these free selling aids 
for Affection. 


1. Newspaper mats. 4. Radio and TV ( / 
2. Consumer circulars. announcements. Vy 


7, 


3. Window banner. 


AND STRONG NATIONAL ADVERTISING 


Fine Silverplate with Sterling Manners keeps only the Best 
Company. The story of new Affection —as well as the other 
current patterns — will be told to millions of American women 
this Spring and Summer. Unusual ads, telling of the care and 
craftsmanship which gives Community* Silverplate the feel 
and look of sterling, are scheduled to appear in Ladies Home 
Journal, Redbook, Living For Young Homemakers, Bride’s 
Magazine, Modern Bride and Bride & Home magazines. You 
can cash in on this exciting advertising program by identifying 
your store as the Community Silverplate store of your area. 
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New AFFECTION* 


We Give Our Silverplate Sterling Care! 


COMMUNITY SILVERPLATE by ONEIDA SILVERSMITHS 
ONEIDA, N. Y. 


'* Trademarks of Oneida Ltd., Oneida, N. Y. 





TABLE TOP FASRIR IS 


“Spice,” new provincial design in Franciscan 
earthenware, features some pieces in solid colors 
to pick up rich brown accent of Early American 
decoration. Sixteen-piece starter set retails at 
$17.95. Gladding, McBean & Co., Los Angeles. 


Green flowers in a subtle muted green, con- 
trasted against darker tones of green and red, 
framed in gold create the luxurious “Green and 
Red Derby Panel.” Retail for 5-piece place set- 
ting, $65. Royal Crown Derby, Inc., 362 Fifth 
Ave., New York. 





“Sheraton,” one of the company’s two new 
shapes, is more traditional, with gently flared 
shape and fluted stem. Hand-cut and decorated, 
each piece retails at $2.50; 7-inch plate, $1.75. 
From Fostoria Glass Co., Moundsville, W. Va. 
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Tones of green, interlaced with brown, are 
used with constraint in “Adam,” classic pattern 
in Minton English bone china. Price for 5-piece 
place setting is $25.50. Meakin & Ridgway, Inc., 
11 E. 26th St., New York. 


Spode black Italian cache pot is practical and 
decorative. An object of art, it works in any 
number of capacities. Retail for 4% in., $5.60; 
and 6 in. is $9.50. From Copeland and Thomp- 
son, 206 Fifth Ave., New York. 


Graceful border of turquoise blue and warm 
grays enriches the white bone platinum-edged 
Royal Doulton “Chalet.” The feeling is tradi- 
tional in discreet use of color and pattern. $19.95, 
5-piece place setting. From Doulton & Co., 11 
E. 26th St., New York. 








HARVEST TIME 


SLEEPY HOLLOW 


BOMBAY-GREEN 
BOMBAY-BLUE 







informal % 


TRUE CHINA BY 


lroquois , 
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N EW Certain to inflame sales excitement—three new 
patterns by Ben Seibel, designer of the all- 


INFOR MAL time-china-champion, “Harvest 
Time”. Informal — America’s most 
PATTERNS successful casual china line — 
sets the pace with the features 
that create new china appeal: “‘cookmanship”—cook-bake- 
'n-serve Convenience; guaranteed durability — translucent 
English clay body true china that’s replaced free if it 
chips or breaks*; smart shapes with duplex colorings; 
attractive prices. All this PLUS 
excellent markup and fast turn- - 
over makes sense... and dol- 
lars for you! *In accordance with warranty lroquois 


CHINA COMPAN SYRACUSE 9. N Y 


AT THE SHOWS 





TABLE | QP FASPEIS 


Franconia “Corinne” white translucent china 
has dainty embossing on gold-highlighted rim 
and is framed by a border of soft coral. Gold 
outlines scalloped Minuet shape. Five-piece place 
setting, $17.75. Herman C. Kupper, 39 W. 23rd 
St., New York. 


Platinum-banded, baroque-inspired fluted rim 
gives suitable name “Wedding Ring” to trans- 
lucent white china on new contemporary Sil- 
houette shape. $14.95, five-piece place setting. 
From The Syracuse China Co., Syracuse, N. Y. 


Dove gray and burgundy flowers in jewel-like 
raised enamel accent the mist green garland of 
“Musette” on the Sculpture shape. Platinum out- 
lines the fluted edge. Five-piece place setting is 
$23.95. From Lenox, Inc., Trenton, New Jersey. 
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Flowers of gold, amethyst, turquoise, jade and 
blue, reminiscent of Meissen, blend in Pasco 
China’s “Mandalay.” Maria Theresa shape is 
graced in burnished gold. Five-piece place set- 
ting, $15. Paul A. Straub & Co., 19 E. 26th St., 
New York. 


Gay blue bells on the verge add gaiety to “Blue 
Heather,” Myott’s English Staffordshire. Plati- 
num rims, fluted border of high finish earthen- 
ware. $21.95 retail for 42-piece service for 8. 
Justin Tharaud & Sons, 129 Fifth Ave., New 
York. 


| Sp = me 
“Olive Branch” is the name of these hollow- 
ware pieces in handfired Portuguese faience. 
Wicker motif is ivory, with the green olive leaf 
designed in relief. Retail prices start at $3 for 
the small vase. Fondeville & Co., Inc., 149 Fifth 
Ave., New York. 





Dinnerware, Glassware and Gifts 


by Jerry Gewirtz 
JC-K Fashion and Gifts Editor 


Traditional Edges 
Contemporary 

In Current Tableware 
Popularity 


@® THE RUMORED TREND to traditional became a 
fact at the Atlantic City China & Glass Show 
last month. The prominence of traditional pat- 
terns in china, with an emphasis on Early Amer- 
ican and provincial, a reemergence of decoration 
and the application of color in glassware, more 
enriched design even for contemporary shapes 
in earthenware and china left little doubt of what 
will dominate the market in 1961. 

Blue plus green, blue alone and muted tones 
of green—frequently a real olive—and the colors 
that complement earth tones in home decor (such 
as burnt orange, yellow, brown and beige) seemed 
most significant. Although platinum rims still 
compete with gold for favored first place, there 
appeared to be much rich gold decoration through- 
out the entire market, especially in dinnerware 
that had muted beige, brown and green. 

Some of the reasons why traditional is pres- 
ently outpacing contemporary were summed up 
for us by an advertising specialist who has long 
been associated with both table accoutrements 
and home furnishings. Alfred J. Siesel, president 
of Harold Siesel Co., has commented on what he 
describes as the “trend to the traditional.” (He 
emphasized that the “return to elegance” descrip- 
tion is a meaningless phrase that succeeds only 
in frightening more customers than it influences. ) 

This glance back, Mr. Siesel believes, is mo- 
tivated by a nostalgia on the part of the public 
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. a desire and a yearning for the old designs 
associated with a more stable era. The home fur- 
nishings specialist emphasized: 

“These old designs must have a new look be- 
cause the intervening years have brought about a 
great change in our social structure and patterns 
of living. Ease and informality is the rule of the 
day. 

“For this reason, a return to the traditional 
will never mean that Americans will necessarily 
be limited to fish forks or fragile stemware. In- 
stead they are buying with an eye on what the 
dishwasher will hold... . 

“It is safe to assume, then, that the tried and 
true patterns, with modifications dictated by re- 
laxed living habits, have the greatest sales poten- 
tial. An illustration of this is stainless steel, which 
first appealed to young moderns only but today 
has a far broader market because it has been 
styled in traditional patterns as well as contem- 
porary. 

“Another social change, not yet fully under- 
stood by all retailers, is the one brought about by 
the increase in numbers of working women. They 
have increased the family purchasing power, but 
of necessity are buying products that require 
less care and effort. Even the housewife who does 
not work is guided by the same needs. To these 
women, the word ‘elegance’ is not a sales tool. 

“We believe the key words today—the words 
which have the greatest appeal and selling power 
—are ‘warmth,’ ‘home,’ ‘tradition’.”’ 

Mr. Siesel believes that this thinking does not 
require a drastic change on the retail level, but 
rather a change of emphasis. Table settings that 
are grand or austere give the average homekeeper 
nothing with which to identify. He believes that 
retailers should substitute for organdy cloths, 
linens that go in the washing machine. 

Mix and match, says this advertising executive. 
Stress color, combine sterling with earthenware, 
stainless with china. Feature the functional with 
the beautiful and the modern with the traditional. 


RODUCTS AND PROMOTIONS: Lenox, Inc., has 

developed a new display unit which the com- 
pany believes will tap the lucrative and somewhat 
neglected china hollowware market. 
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CHICAGO GIFT SHOW Spaces 109-110 
IMinois Room, LaSalle Hotel, Chicago, Ill, Feb. 5-12 


SAN FRANCISCO GIFT SHOW Space 274 
Western Merchandise Mart, San Francisco, Cal., Feb. 5-8 


DALLAS GIFT & JEWELRY SHOW Room 2311 
New Dallas Trade Mart, Dallas, Texas, Feb. 18-23 


SEATTLE GIFT SHOW 
Room 226, Olympic Hotel, Seattle, Wash., Feb. 19-22 


BOSTON GIFT SHOW Room 566 
Parker House Hotel, Boston, Mass., March 5-9 


U.M.A.G.A. MINNEAPOLIS GIFT SHOW Booth A—5Sth Floor, 


Congressional Room, Minneapolis, Minn., March 12-15 


fi GRE? 


IN PRESTIGE 


in PRICE 


The brilliance of sterling, the glitter of crystal combined 
by Silver City to attract the attention of the most 
discriminating shopper. Yet these fine pieces are priced 
within the range of every customer —a sure lead to 
bigger sales volume. 


Write for complete catalog of non-tarnish silver or 
22 carat gold on crystal. 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 
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Part of an over-all program, the new perma- 
nent hollowware fixture, introduced at the Atlantic 
City China and Glassware Show, is compact and 
enables the dealer to sell hollowware which he 
previously could not merchandise for lack of space. 

The fixture has full color 8” by 10” photos of 
some 360 serving pieces in each of 24 patterns. 
They are laminated on cards which in turn are 
attached to rods the customer can flip to find her 
selection. Priced at $24.75, the limed oak base 
display can be used on counter, shelf or table. 
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Syracuse Ornamental Co. has introduced a new 
Capri collection, designed to enrich either period 
or contemporary rooms. As illustrated, part of the 
new series includes a wall clock, designed from 
18th century French and Italian originals, bat- 
tery-operated, with a 7-jewel movement. Sur- 
rounding the clock is a group of four wall plaques. 

Oneida Ltd. is offering an exciting new mer- 
chandising plan, combining melamine dinnerware 
and stainless flatware. The plan offers four 5- 
piece place settings in top quality Oneida Premier 
melamine dinnerware, and four 4-piece place 
settings in Shasta stainless. The combination 
9-piece place setting has an open stock value of 
$13.25, but the complete 36-piece unit retails for 
only $39.75. 


Dealers and consumers who buy eight place set- 
tings for the price of six get an extra bonus of a 
serving fork, spoon and platter. 

Fostoria has developed a completely integrated 
advertising and merchandising program that 
promises to encourage increased bridal regis- 
trations and over-all gift giving. 

The program is built around a “Fashion Festi- 
val of Table Crystal” in all registries where Fos- 
toria is sold and will take place in April, May 
and June. Incentive to register is a contest that 
offers an opportunity to three winners to each 
win three dresses by Anne Klein of Junior So- 
phisticates. To be eligible the girl need only sign 
her name to an entry form at the bridal registry. 
Each clerk or consultant who has her name signed 
wins one dress for herself, daughter or friend. 


‘& ASTLETON CHANGE: In a reorganization de- 
signed to streamline production and sales, 
the board of directors of Castleton Fine China 
hay elected W. P. C. Adams, president of Royal 
Cro‘vn Derby, Inc., president of the new organi- 
zation. Headquarters will be at 362 Fifth Ave., 
New York. Mr. Adams will continue to represent 
Royal Crown Derby and Viners, Ltd. 


yen NAMES AGENCY: Mrs. Donald Neil, trea- 

surer of Paul A. Straub & Co., Inc., importers 
of fine china and crystal, announced the appoint- 
ment of Schneidar-Stogel Co., Advertising Agency, 
New York. Lillian Auerbach is account executive. 
A full consumer program is scheduled, with a 
comprehensive campaign in trade publications. 


EOPLE AND PLACES: Sascha Brastoff Products, 

West Los Angeles, Calif., has announced their 
products will be on permanent display at 225 
Fifth Ave., New York. Effective Jan, 1, 1961, 
the company shares suite 1239 with the present 
occupants, Dorothy C. Thorpe, Inc. T. D. Martin 
will be regional sales manager of the New York 
office. Brastoff also announced that the line will 
be represented by Ira A. Jones Co. in the middle 
west. The Jones Company is located in Room 
1546 of the Merchandise Mart, Chicago. 

L. M. Ryerson, 200 Hilton Office Bldg, Denver, 
Colo., will represent Verity Southall Ltd. in the 
Mountain States. Verity Southall, makers of pep- 
per mills, is located at Laguna Beach, Calif. 


PCOMING GIFT SHOWS: 
Washington Gift Show, Jan. 22-25, Hotel 
Willard. 
Chicago Gift Show, Feb. 5-12, Hotel LaSalle & 
Palmer House. 
Allied Gift & Jewelry Show, Feb. 19-23, Dallas, 
Hotel Adolphus 
New York Gift Show, Feb. 26-March 3, Hotel 
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OF THE BEST AND MOST COMPLETE MARKET 
FOR GIFTS AND DECORATIVE ACCESSORIES 
| AT THE 


HOTEL NEW YORKER & TRADE SHOW BUILDING 


February 26-March 3 


DIRECTED BY: LITTLE BROTHERS SHOWS, INC. 220 FIFTH AVENUE, NEW YORK 1, N. Y. 
SPONSORED BY: THE NATIONAL GIFT & ART ASSOCIATION, INC. 





Imperial D’or 


VARIETY 


{ Spode 


THE P FINE ENGLISH 


DINNERWARE 


Flights of “fancies”— 

jugs, vases, what-will-you— 
are as typical of Spode 

as its famous dinnerware. 


— 
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COPELAND & THOMPSON, IN(¢ 








| FRANCONIA CHINA — One of Europe's Finest 


withenn” 
Chine 

and 

Glass 
Cossdltnates 


To be 
nationally 


4aiu: tised 
advertise in 


House Beautiful 
—March 196] 


“ATHENA”—a restrained pattern in the classic manner .. . 
delicately decorated in grey and Gold to blend into Contemporary 
and Modern settings. Truly distinctive COMPANION CRYS- 
TAL with hand enamelled white linear design and Gold rim. 


5 pce Place Setting: $13.95; Crystal in 7 sizes: $2.25 a glass 
(Slightly higher South & West) 
Write for leaflet of open-stock pieces and prices. 


HERMAN C. KUPPER, INC., 39 W. 23rd St., N. Y. 10 
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New Yorker, Trade Show Bldg. Boston Gift Show, 
March 5-9, Hotel Statler & First Corps Cadet 
Armory. 

Philadelphia Gift Show, March 19-22, Hotel 
Benjamin Franklin. 

New York Stationery Show, May 14-19, Hotel 
New Yorker. 


{ ope TO TIFFANY BUYER: George H. Kramer, 
who retired after 55 years as china and glass 
buyer at Tiffany & Co., New York, was presented 


GEOR: HENRY 
AR AMER 
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oa a 5 ROvAg wae E57 “* 


with gold and white bone chinaware by Royal 
Worcester. The presentation was made by Ray- 
mond W. Zrike, Royal Worcester vice president, 
at a small gathering. 

Royal Worcester last month distributed a new 
catalogue and price list to all its dealers. Designed 
as a sales aid, the catalogue illustrates in ful! 
color each of the 26 Group A dinnerware patterns 
stocked in the United States. 


 spaege MELAMINE MARKET: American Cyana 
mid Co.’s Plastics and Resins Division will 
enter a creative partnership with manufacturers 
of quality melamine dinnerware in 1961 via a new 
cooperative advertising program. 

Planned to help molders in building sales vol- 
ume and greater awareness of their individual 
brand names, the program provides for a Cyana- 
mid contribution based on purchase of molding 
company, with the proviso that the expenditure 
be matched by an equal investment by the par- 
ticipating marketer. 

The 12-month program provides for advertis- 
ing in daily and Sunday newspapers and maga- 
zines. All pieces of featured dinnerware must 
have been tested and approved for the quality 
standards outlined in the Melmac dinnerware re- 
quirements or the Department of Commerce stan- 
dards. 
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Heartiest congratulations GIA on your Anniversary! 


Gems of the World 
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. New Synthetic Star of Llestiny 


‘EXCLUSIVE CUTTERS AND DISTRIBUTORS 


SU ROCKEFELLER PLATA -~-NEW YORK 20, 8. Y. 





A 
DIAMOND-STUDDED 
MILESTONE 


in the progress of an institution which provides a more bril- 


liant future for those who avail themselves of its facilities 


A generation has passed since the Gemological Institute of Amer- 
ica came into being in 1931. 
Measured against a man’s life span, 30 years is a long time. 
Set in perspective against the five thousand years during which men have 
polished gems and fashioned jewelry, it is no more than the twinkling of 
an eye. 

Yet in that twinkling of an eye, man’s scientific knowledge of gem 
stones has advanced by giant steps. For this, the Gemological Institute 
of America can take a large measure of credit. In its first 30 years it has 
developed an ever-expanding body of scientific knowledge and applied 
it to an area where, for centuries, judgment depended largely upon intui- 
tion or inheritance. 

To praise the scientific approach is not to disparage the value of ex- 
perience. The one is handmaiden to the other; the jewelry industry re- 
mains an art to a great extent. But the jeweler who can call upon science 
and technology to reinforce the selling process has a decided competitive 
advantage in this science-conscious era. The jeweler who can explain 
to a customer that one diamond is worth more than one of equal weight 
because... and then let the customer see for himself through a binocular 
microscope .. . creates for himself a potent selling image. 

The buying public is increasingly sophisticated. The customer is no 
longer content to be told that product A is “good,” product B “better” and 
product C “‘best.’”” He wants to know why C is better than A and he takes 
his business to the retailer whose explanation is authoritative. 

Talk to any jeweler who has completed one or more GIA courses and 
you observe that he does speak with authority and that, sooner or later, 
he attributes his increased self-confidence to his GIA studies. 

Over the past 30 years the GIA has widely diffused authority. In doing 
so it has actually democratized the retail jewelry industry. The young 
man who goes into the field with no parental jewelry tradition behind 
him cannot hope to become an “old, established firm” in a few short 
vears. He cannot point out to engaged couples that “your grandfather 
bought your grandmother’s engagement ring here.” 

If he cannot muster a tradition based on years in business, the young 
jeweler—with GIA training—can compete on equal terms with more 
venerable firms in the arena of gemological knowledge. He can build his 
own tradition, that of being a man who “really knows jewels.” 
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® AN ARMY could be mobilized from the men 
who, at one time or another in their adult lives, 
have toyed with the idea of taking correspondence 
courses or attending night classes . . . and then 
changed their minds and done nothing more 
about it. 

Always they have plausible excuses for not 
going through with it. The courses would have 
been too expensive, too time consuming, too im- 
practical, or too difficult. 

And, anyway, you can’t teach an old dog new 
tricks. 

Or can you? 

The thousands of jewelers who have taken 


Can Lessons 


y Mail 


learned it the hard way, from the bottom up. 
What could I get out of a lot of theoretical stuff 
sent through the mail? No one could get much 
benefit from correspondence courses. 


“I was reluctant to take a GIA correspondence 
course,” Ted Bauman of Dothan, Ala., says, 
“because it was a lot of work and I didn’t see the 
tie-in with retail selling.” 

He got over this hurdle, however, and “once 
I had overcome these doubts and signed up for 
the course I was determined to get all I could 
from it. Once you get started you’re half way 
there. It’s easy to put off, but I became more 


Do GIA courses demand too much time, 


money or brains? Each of these students 


really Make 1m sa 
better Jewelers? 


and profited from GIA courses suggest that “‘old 
dogs’”—and young ones, too—can learn new 
tricks. 

Being human, many of these jewelers were 
troubled with doubts and fears before they signed 
up for the courses. But they put misgivings 
aside and got on with the job. And they bless 
the day they did so. 

The stories that follow are about 11 typical 
jewelers—located in big cities and little towns 
all over the country. Once, each of these jewelers 
wondered whether GIA education would be right 
for him. 


Too Impractical 
Theory’s a fine thing for professors, but I’m 
a working jeweler. I know my business. I 
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and more interested as I went along. All the 
jigsaw pieces began to fit.” 

His GIA courses in diamonds and other pre- 
cious stones he considers “the greatest single 
factor in increasing demand in my precious stone 
business.” 

Until the GIA came into his business life, “I 
never knew of the great strides that had been 
made in diamonds and other precious stones. 
The course has enabled me to show our custom- 
ers, with the aid of instruments, why diamonds 
vary so greatly in price and the fact that each 
stone must be bought and sold on its own 
merits.” 

Bauman has set up a particularly well 
equipped gem laboratory. His equipment in- 
cludes a set of master stones from AA to D in 
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color, a diamond Colorimeter, a Christian Becker 
diamond balance, a Gemolite, refractometer, 
gravity attachments and liquids, emerald filter 
and a Diamondscope. 

“People like to do business with professionals, 
and GIA study puts you on a professional basis,” 
Bauman says. “It means as much to me as a 
medical degree does to a doctor.” 

An example of the confidence Bauman’s pro- 
fessionalism instills is the fact that he sells 
many stones sight unseen. Often customers place 
an order over the phone, confident that Bauman 
knows diamonds and will deliver the best. 





, 


I guess I really was jealous of my experience.’ 

Jealous or not, Gleim took the GIA courses 
on diamonds and other precious stones and be- 
came a staunch booster of “book learning.” He 
did the work in fits and starts. In one vacation 
week he studied 50 hours. Sometimes two or 
three months would slide by without his crack- 
ing a book. “Then a problem would come up and 
I’'d start studying,” he says. 

Like so many other former students, Gleim 
underscores the confidence he gained from his 
GIA work. “I’m no public speaker,” he says, 
“but the courses gave me the courage to go out 





Ted Bauman of Dothan, Ala., flanked by Gemolite, left, and Diamondscope in his well equipped gemological lab. 


When one has trod the long road of apprentice- 
ship, learned by doing, it isn’t easy to believe 
that there is more that can be gleaned from 
books. 

Many jewelers will nod their heads in sym- 
pathy with Arthur Gleim’s explanation of his 
misgivings about GIA study. (Gleim has three 
“Gleim the Jeweler” stores in Palo Alto, Calif.) 

“IT started in the jewelry business sweeping 
out my father’s store when I was 11 years old. 
My father taught me to look at a stone and 
identify it without knowing why. Anybody who 
grows up in a business as I did tends to look 
down his nose on getting anything out of a book. 
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and talk to various groups on stones. I made 
up for a lack of poise by thoroughly knowing my 
subject. I talk to service groups and others 
every two or three months.” 

Above all, Gleim became a better jeweler. 
“GIA study makes it possible for a fellow to 
learn in a few years what it takes some old- 
timers a lifetime.” 


“Too Expensive” 

I just don’t know. That diamond course sounds 
good. But rent, prices, everything is going up. 
What if I took the coursevand got nothing out of 
it? I could have put that money into merchandise 
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and probably made a profit. I just don’t know.... 


Williamsburg, Iowa is a small town. Leo and 
Mrs. Langley run a typical small town jewelry 
business, with volume comparable to the size of 
the community (pop. 1,352) and its trading area. 

Langley wanted to take a GIA course. But 
there were some hard facts to consider. Money 
led the list. He had to ask himself: ‘“‘Would there 
be enough value in the course for a town and 
business of this small size?” 

He bided his time; he read and observed; and 
he met other jewelers who were singing the 
praises of the GIA. 

Then he took the plunge, and in three years 
completed three courses on gem stones. 

Leo Langley has no regrets. ““The greatest bene- 
fit I have received from the courses is that I can 
answer customers’ questions on gems with con- 
fidence. I don’t have to guess at details.”’ 

The word has spread around Williamsburg 
that when it comes to precious stones, Leo Langley 
knows his stuff. “Frequently people drop in to ask 
questions about gems,” Langley says. “After 


Smiles exchanged by Arthur Gleim and 
customer suggest a sale is in the 
offing, helped, doubtless, by a peek 
or two through the ubiquitous Gemolite. 


A small town jewel- 
er, Leo Langley feels 
he owes his _ iocal 
reputation as an au- 
thority on gems to 
the GIA courses he 
has taken. Here he 
shows a customer 
how Gemolite works. 
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Did you 
ever see a Bride 
who wasn't 
wearing 

Pearls 


NEVER! 


And never will you 
see a lovelier Bride 
than the one 
wearing... 





courtesy American Bride Publications 


CULTURED PEARLS 


Felco’s Year *Round Bridal Theme is supported by a battery of Selling 
Helps. Ask our salesmen to show them to you—or write for the full story. 
The Bridal Theme is ONE MORE of Felco’s IDEA-PROMOTIONS which we 


develop for, and furnish to, Jewelers regularly throughout the year. 








JACK J. FELSENFELD. INC. « 665 STH AVENUE AT S3RD STREET, NEW YORK 22 « PLAZA 3-5650 
THE NATION'S OLDEST CULTURED PEARL SPECIALISTS—ALMOST 50 YEARS OF UNINTERRUPTED SERVICE 
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giving them the information, I often think back on 
how I knew about this and that point, and I 
realize I got it from the GIA courses.” 

Langley feels the price he paid for the courses 
was small indeed for the knowledge and con- 
fidence he has gained. When the GIA held sessions 
in Des Moines last October, there was no hesita- 
tion on Langley’s part. He left his business for 
a full week, confident that the extra study and 
instruction would pay for itself in time. 


When Addison Wood of Rome, N. Y., first 
considered enrolling for a GIA course, he was 
in the midst of moving from a smaller store to 
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Addison Wood scrutinizes a moonstone 
through an Illuminator Polariscope. At 
right are other testing devices—spe- 
cific gravity liquids and a dichroscope. 
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his present location at 837 Black River Road, a 
shopping center arcade. 

Money was at a premium. So was time. 

A GIA bulletin describing a course on jewelry 
retailing turned the trick. Wood decided the 
course would be worth the money, even if it 
meant cutting corners elsewhere; even if it meant 
foregoing merchandise he might have purchased. 

He completed the retailing course in 1956, went 
on to take a course on colored stones, and, finally, 
the diamond course in 1959. 

The GIA work lived up to Wood’s expectations. 
“When you consider the net result, the cost is 
very little,” he says. “I feel that I can trace a con- 
siderable increase in my business to this study.” 

He feels he has benefitted greatly from the 
knowledge he has gained in buying. “When I buy 
merchandise, I know the market price, and my 
customers get the value I tell them they are 
getting.” 

Thoroughly sold on home study, Wood is pres- 
ently enrolled in the gem identification course 
leading to a gemologist diploma, and expects to 
complete it within a few months. 

“After getting into my first course, I suddenly 
realized how little I knew, even after 35 years 
in the jewelry field,” he says. “I’m only sorry 
that I didn’t sign up earlier.” 


“Too Time Consuming” 


A day has only 24 hours. I’m in the shop early 
in the morning; often I don’t get home till well 
after dark. Then there are the records, the paper 
work I never get a chance to do during a day. And 
I’ve got to see my wife and children sometime. 
Those precious free hours a week; how could I 
give them up to studying ? 


Paul R. Anderson of Beloit, Wisc., and the 
GIA opened for business in the same year, 1931. 
But 27 years were to pass before Anderson en- 
rolled in a GIA course. 

“Because of the time taken up by the business 
and many outside activities such as Lions Club 
work and serving on several civic, church and 
public boards, I just never got around to it.” 

Finally, he did sign up for the diamond course 
in 1958—and he wondered how he would find 
the time and whether, after 30 years away from 
textbooks, he could recapture the study habit. 

He found his fears were groundless. ““When 
I got into the swing of it everything went fine.” 
Studying an average of two hours a week, he 
completed the diamond course in just over two 
years, receiving his certificate in March, 1960. 

Anderson attributes to the course what he 
calls his “new and entirely professional approach 
to selling and appraising diamonds.” 

In his pre-GIA days his appraisals consisted 
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Diamond Grading at I. Widess & Sons 
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We salute the GIA 30th Anniversary 
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of noting on a sales slip the size and approximate 
weight of the diamond or other gem and the 
amount at which he appraised it. Now he uses 
appraisal forms and diagrams, giving his ap- 
praisals a “decidedly more professional ring.” 

Enthusiasm bubbles forth when Anderson talks 
about the GIA diamond course. “A man simply 
can’t afford to be in that field [diamonds] unless 
he is a specialist in it,” he says. “I’d say that 
everyone who goes into the jewelry business 
should take the course. It isn’t something that’s 
just nice to have; it’s something a jeweler must 
have. One of the greatest ills in our business is 
the misrepresentation of jewelry, particularly 
diamonds. With the training available in the GIA 
correspondence courses, reputable jewelers can 
give the business the competence and confidence 
it needs to offset the dishonest element.”’ 


Darwin R. Neumeister, now executive vice 
president of Black, Starr & Gorham in New York, 
had only one fear to overcome before enrolling 
for GIA study. That fear was “the general feeling 
that because it was a correspondence course it 
would be entirely up to the individual to com- 
plete. There was no one to push you, as there 
would be in the classroom.” 

Neumeister enrolled in his first course in the 
fall of 1947. By Christmas he had bogged down, 
largely because of the pressures of business (he 
was with Bigelow, Kennard in Boston at the 
time). 

“After Christmas several months went by and 
I didn’t get going again,” he confesses. “I seemed 
to let things interfere and hadn’t been keeping 
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up. 
But Neumeister found the cure. “Finally, I 
took myself by the neck and drove myself at a 
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What to look for in a Gemolite examination of a stone is 
explained by Darwin R. Neumeister, left, to an associate at 
Black, Starr & Gorham, Vice President Kenneth Van Atten. 
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What do these symbols have in common? 


They cost nothing — yet they are priceless. 
No one can buy them — yet they sell. 
They are proud symbols of quality and craftsmanship. 


The GIA graduate who handles our line is a partner with 
ROLEX — world leader in the production of wrist chronometers. 
His confidence in ROLEX trading policy combined 

with consumer confidence in ROLEX product creates an 
atmosphere of integrity unique in the industry. 
All ROLEX agents join ROLEX in saluting the Gemological 
Institute of America on its thirtieth anniversary. 


ROLEX 


OYSTER PERPETUAL 


American Rolex Watch Corporation., 580 Fifth Ave., New York 
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Priceless Values 


EXPERIENCE and 
TIME-TESTED 
INTEGRITY 


Forty years ago, we started in business 

. . one man, a bookkeeper, an office, a 
modest stock—and an ambition to serve 
the jewelry industry with expertly graded 
diamonds of superior value in every price 
range. 


Now, as we cross the threshold of a fifth 
decade, our personnel, facilities, and stocks 
have increased many-fold. Today, we serve 
manufacturing, wholesale, and the better 
retail jewelers from the Empire State to 
the Golden Gate. Gottlieb representatives 
—continuously alert to advantageous pur- 
chases—are stationed in the world’s lead- 
ing diamond sources. 


Our diamond stocks are complete—from 
moderate-priced singlecuts, to gem quality 
rounds, emerald cuts, marquises, pear 
shapes. Orders are selected by experienced 
diamond experts and usually shipped the 
same day they are received. 

Today, Gottlieb customers rely implicitly 
upon Gottlieb diamond grading, quality, 
availability, and lowest import prices. 
They are confident of receiving also these 


additional priceless values: Gottlieb ex- 
perience and time-tested integrity. 


Ask for a free copy of the 
Gottlieb Grading Chart 


Fred’k M. Gottlieb & Co. 
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much more rapid rate than suggested by the GIA.” 

His advice to potential GIA students bothered 
about the time element is to “put the work on 
a consistent, regulated basis, as the GIA recom- 
mends.”’ 

If he had fears about being able to put in the 
time required, Neumeister never had any doubts 
about the value of GIA work. “I realized how 
important this would be to my life’s work—yjust 
as a dentist’s training is necessary to him.” 

Taking the GIA courses “‘has made a substan- 
tial and tangible contribution to my career,” 
Neumeister says. ‘““They made me better qualified 
to accurately identify and evaluate stones. I gain- 
ed both scientific and historical knowledge of the 
field and learned about better selling tools and 
equipment. You can certainly do a better job 
selling jewels if your effort is backed by thorough, 
accurate knowledge of your subject.” 

As for the gem testing instruments recommend- 
ed by the GIA, “you can’t begin to do the job 
without them. A man who uses only a loupe can’t 
do as complete a job as one who uses a gemological 
microscope.” Through GIA study, Neumeister be- 
came thoroughly familiar with the gemological 
microscope, polariscope, refractometer, dichro- 
scope and specific gravity scales. 


To anyone hesitant about taking correspon- 
dence courses because of the time involved, Fabian 
S. Mack is another glowing proof that it can be 
done. 

Mack is the proprietor of Mack’s Credit Jewel- 
ers, in Baker, Ore.; he puts in full days, and 


Midnight oil 
burns brightly as 
jeweler Ted Mack 
works on his cur- 
rent assignment 
from GIA. 
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many evening hours at the store—and nine chil- 
dren compete for his attention at home. 

Nevertheless, between 1952 and 1956, he set 
aside one night a week for three hours of study 
and written work (dropping several organiza- 
tional activities to gain extra time). 

Since he completed the GIA diamond course, 
Mack’s Credit Jewelers has experienced a steady, 
year by year increase in diamond business. “Peo- 
ple come in to us not only to purchase diamonds 
and other stones but also for advice and apprais- 
als.” 

Mack is sure no customer of his can feel his 
diamond pricing is arbitrary. “The knowledge 
we can give customers helps them understand 
how the product justifies the price. When people 
come to me now for diamond counseling or pur- 
chase, we feel as well qualified as any store.” 

Furthermore, “there is personal satisfaction. 
When you are confident in what you’re doing, 
that in itself is a great feeling.” 

After completing the diamond course, Mack 
bought a Gemolite for diamond grading and 
stone identification, a polariscope, refractometer 
and heavy liquids. 

And Mack considers the diamond course only 
the beginning. He looks forward to taking GIA 
correspondence work in jewelry design, store 
operation, merchandising and salesmanship. 


Seven years ago Dan Judd of 402 W. Central 
Ave., Albuquerque, N. M., contemplated taking 
the GIA diamond course. But he had strong 
reservations. 

“T thought it would take a year and be too 
clme consuming.” 

The years rolled on and Judd did nothing 
about enrolling. 

Finally, in June, 1960, he decided to act, time 
or no time. Then came the revelation. 

“Once I started the course, it took only half 
the time I expected, and its comprehensiveness 
amazed me.” 

On Dec. 18, 1960, less than six months after 
the first lesson, Judd had completed the course. 

“Originally, I thought the only way to get a 
comprehensive course in diamonds would be to 
shut up the store and go to New York as an ap- 
prentice to a diamond cutter,” Judd says. “Even 
then I probably would not have learned as much 
because some of those people are very secretive.” 

Judd found an added plus in the course in 
“the wealth of material concerning diamond 
marketing and the economic sections covering 
prices and sources of raw diamonds.’ From it 
he got “‘a completely new understanding of dia- 
mond supply; it took the mystery out of that 
facet of the business.” 

The Albuquerque jeweler got early returns 
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for his midnight oil burning. “The course paid 
for itself before I finished it,’ he says. “‘The 
lessons on proportions and recutting of older 
or damaged stones I put to immediate use.” He 
adds that “‘almost every jeweler has a drawer 
full of damaged stones that can be salvaged and 
put on the market.” 

One by-product of his study was one that 
countless jewelers who have taken GIA courses 
stress: Self-esteem and confidence. They are, 
Judd says, “intangibles which come from the 
confidence the GIA-trained jeweler can inspire 
in his customers.” 


“Too Difficult” 


Don’t misunderstand me. I think the GIA 
courses are probably a great thing for a jeweler 
who’s been to college. But for me? Well, I don't 
know. I had to go out to work at 16... . 


Morris Gordon, of Schenectady, N. Y., makes 
no bones about it. He thought GIA study would 
be “over my head.” 

A former longshoreman, Gordon felt that 
without a high school diploma, with no knowl- 
edge of mathematics, physics, geology or chem- 
istry, he didn’t stand a chance of getting through 
a GIA course. 
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Morris Gordon scans his latest home assignment from GIA. 


Fortunately, a friend of his, Harry Gerber, a 
past president of the American National Retail 
Jewelers Association and the American Gem So- 
ciety, felt that Gordon had the stuff and kept 
urging him to study. 

Finally, Gordon broke down. “I'll just take a 
gamble,” he told himself as he sent in his first 
payment on the GIA diamond course. 

He backed his gamble with hard work, two 
or three hours a night, and 15 months later 
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Gordon passed the course with an 87 average. 

‘“There’s no question about it,” says Gordon. 
“Courses like these do make better jewelers.” 

Once through the course, he invested in a de- 
luxe Gemolite. The instrument, coupled with his 
newly acquired knowledge, “has clinched many 
a transaction.” 

Gordon currently is deep in homework on his 
second GIA course—colored stones. ‘“‘No doubts 
this time,” he grins. “I'll finish.” 


Aspirations to higher education meant little 
during the Depression. If you didn’t have 
money, you went out and made some, whether 
you had finished school or not. 

Benn B. Davis, now of Seng Jewelers, 613 
S. 4th St., Louisville, Ky., went to work 


Benn Davis is one of the many GIA 
grads who rate its instruments highly. 


equipped with only a seventh grade education. 
Lack of further schooling did not stifle Davis’s 
ambition. He became a jeweler in 1938 and, 
some years later, became interested in the cor- 
respondence courses offered by GIA. 

But he only had seven years of grade school 
behind him; no chemistry, physics or optics. 
Could he handle the work? 

Davis had misgivings. However... “I thought 
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enough of my business to take the diamond 
course [most of his business is in diamonds]. I 
felt it was necessary for me to better serve my 
customers.”’ 

There were rough moments, but “while it has 
been difficult at times, I have had the personal 
satisfaction of accomplishing something I 
thought would be impossible.”’ 

When he completed the diamond course in 1959 
Davis promptly joined the American Gem So- 
ciety. The following year his store’s business 
jumped 30 per cent, an increase he credits largely 
to technical ability gained from GIA study. 

The GIA has given him, he feels, what he con- 
siders one of the most effective formulas for suc- 
cess in the retail jewelry field: the ability to 
furnish the customer with sufficient information 
so that he may buy with confidence. 

Davis gives each diamond purchaser a certifi- 
cate meeting AGS requirements, giving the de- 
fects in the stone and listing the four C’s. 

Davis has installed considerable diamond test- 
ing equipment recommended by the GIA. He 
enjoys telling of the time an old customer came 
in shortly after he had bought a Colorimeter. 
“We took some readings for him to show how it 
worked,” Davis says. “He was amazed and told 
me, ‘You’re not only jewelers but gem engineers 
as well!’ ” 

The Louisville jeweler gives a good summation 


of the values of GIA study. ‘‘When you have the 
knowledge, equipment and training necessary to 
use it, you have the most potent sales tool any 
merchant can have.” 


Some jewelers approach GIA study with doubts 
and hesitation—and then find that there was no 
ground for their fears. Others enter into it with 
high hopes—and find that their optimism is justi- 
fied many times over. 

A jeweler in the latter category is Oscar A. 
Welander, Foss-Welander, Fergus Falls, Minn. 

After 31 years’ success as a jeweler, Welander 
decided to go back to school. A man thoroughly 
in love with his work, he wanted to learn still 
more about it. 

There was much to learn from the GIA courses, 
even for a veteran of three decades in the busi- 
ness. 

“T learned that no two diamonds are alike,”’ 
Welander says. “I began to notice that some dia- 
monds had a sparkle and fire that others com- 
parable in weight and price did not have.” 

“Tt took me a year to finish the diamond course 
in the time I could spare for study,’ Welander 
says. “It was never dull, was always stimulat- 
ing and opened up new fields of interest and 
knowledge that are fascinating. i eo 
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Clean, modern lines identify the GIA 
headquarters in Los Angeles. In smail 
photo, Les Benson scrutinizes a dia- 
mond in the west coast laboratory 


@ THE GIA LABORATORIES in New York City and 
Los Angeles are known as the Gem Trade Lab- 
oratories. Besides performing a full range of 
services for the trade, they also work for the 
public, for insurance companies, for various en- 
forcement agencies such as the Jewelers Vigi- 
lance Committee, Better Business Bureaus and 
occasionally Customs and even the FBI. 

Testing work has increased tremendously in 
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HATS DONE 
T THE LABS 


recent years both in New York and in Los An- 
geles. Between them the two laboratories examine 
roughly 100,000 diamonds, colored stones or pearls 
every year. The New York Gem Trade Laboratory 
has about 30 supporting members who pay an 
annual fee of $250, for which they receive a 
schedule of rates considerably below those charged 
to the trade at large. Public rates are usually 
80 per cent to 100 per cent above usual trade rates. 
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CHURCH & COMPANY 


The principles, the aims, the services of 
G.1.A. are strongly linked to those of 
Church & Company. With common 
goals for the betterment of the industry 


and the production and sale of quality 
jewelry, it is small wonder that Church 
has supported G.I.A. since its incep- 
tion 30 years ago and has followed its 
progress with great interest ever 
since. Among those at Church who 
have completed G.I.A. training are 
Stanley E. Church, Arthur H. 
Brooks and Earl W. Tomlinson, 
and all agree that it has been of , 
immeasurable help in their pro- __\ 
fessional development. as 


The result of this cooperation is 
quality—and CHURCH & COM. 
PANY specializes in the finest 
quality men’s and women’s rings, 
bracelets, brooches, pendants and 
earrings. The Scarab bracelet 
illustrated is a case in point. The 
Scarab has always been a popular 
stone, but Church & Company 
design magic and expert crafts- 
manship have developed it into 
one of the most desirable of all 
jewelry items—and much of the 
credit for Church quality selec- 
tion and manufacturing know- 
how may be credited to G.LA. 


training. 


For the finest in gemology training—G./.A. 
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Students listen intently to a lecturer 
discussing diamond evaluation at GIA 
headquarters in Los Angeles. 


Los Angeles instructors at work in the 
lab. Left to right, Joe Murphy, Gale 
Johnson and William Allen. 


And now . . . New York. The entrance 
to the GIA’s new laboratory at 580 
Fifth Ave., to which it moved early 
last year from 5 East 47th St. 


Most gem materials and gem substitutes yield 
rather readily to the ordinary forms of testing, 
involving the use of the refractometer, the polar- 
iscope and high magnification. However, in some 
cases more exotic tests are essential. Today the 
spectroscope and ultra-violet light are used with 
increasing frequency to distinguish substitutes. 

For example, so-called atomic irradiated dia- 
monds which have been colored green by radiation 
in the cyclotron or an atomic pile and then heat 
treated to yield yellows, browns and brownish 
pinks are tested readily by a spectroscopic method 
developed by Robert Crowningshield of the New 
York laboratory. 

Lester Benson, who is Laboratories Super- 
visor, in Los Angeles, developed a method for 
the use of the refractometer that permits readings 
to be taken on curved surfaces. greatly extending 
the usefulness of this important gem testing 
instrument. 

Over the years the institute has developed a 
number of other tests, a few of which are dis- 
cussed in the article in this issue entitled “Riddle 
Solvers at Work.”’ 


Check and Double Check 


The laboratories of the Institute take great 
care to avoid the possibility of human error. The 
precaution most noticeable to the casual observer 
is the requirement that every identification must 
bear two signatures. In other words, the work 
of the first tester is checked independently to 





We congratulate the G.I.A. on their achtevements 
and look forward to their continued outstanding 
contributions to the industry. 
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avoid such a mistake as misreading a refractom- 
eter or writing down one gem name when think- 
ing of another. Initially, the New York gem 
laboratory’s principal function was testing pearls, 
but today the bigger part of the testing and 
grading done in New York City consists of identi- 
fying colored stones, grading diamonds, and de- 
termining whether color is natural or induced. 
In both laboratories much work is done for 
insurance companies to solve such problems as 


The probing eye of the GIA. Here, 
Bert Krashes prepares to make an 


X-radiograph of a pearl necklace. 


the timing of damage to a stone. It is possible 
by means developed at the Institute to determine 
the relationship of a crack to the time of polishing 
the stone. Frequently the owner fails to note a 
separation or cleavage in a stone which was pres- 
ent at the time of purchase. Later the stone may 
be returned to the jeweler for cleaning and upon 
closer inspection when it is returned a separation 
is suddenly seen. In such an instance the jeweler 
is likely to be blamed for causing damage that 
existed when the stone was taken in. The obvious 
preventative is to examine each stone taken in 
for resizing, cleaning or other purposes and to 
point out to the owner any serious flaw. It is com- 
mon for insurance adjusters to bring stones to 
the GIA laboratory for a determination of the 
time of damage. It is not at all uncommon to 
find positive proof that the stone had been flawed 
when the customer brought it in. 

In the Los Angeles laboratory a good deal of 
diamond color grading and selection is done to 
assemble sets of master color diamonds for use 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 











REICHMAN BROS 
IMPORTERS OF DIAMONDS 
20 WEST 47™ STREET, NEW YORK 36.N Y 


OSON 2 30 


Member, American Gem Society 


We take this oportunity to tell those interested in 
the activities of the Gemological Institute of Amer- 
ica a little about our operation. This we do with 
the hope that our facilities may be put to service 
for you. 


Reichman Bros. is now in its third generation of 
service to the jewelry and diamond industries, sell- 
ing leading wholesalers, manufacturers and retail- 
ers throughout the United States. We take great 
pride in our close assortment of merchandise. For 
example, we compare every diamond in our stock 
with a set of master stones for perfection, color and 
make. 


Only three Reichman representatives travel so 
there are some areas of the country not covered 
regularly. Yet, in such areas there are many jewel- 
ers seeking a reliable loose diamond source in which 
they can place unqualified trust. If you are such a 





jeweler we offer you the same prompt mail services 
we perform for our many long-standing customers. 


Ours is not a “memorandum house”; we give the 
best values because we do not tie up merchandise 
on perpetual consignment. But, if you have a call 
for a large or unusual diamond, we will gladly sub- 
mit a selection for a week or ten days—at the same 
price as if you were buying for stock. 


We have a complete stock of sizes, melees, and single 
cuts available for your inspection and approval. We 
request that when you do write, you let us know 
the weight range, color, perfection grade, and ap- 
proximate price range. We always ship Registered 
Air Mail to assure you of one to two day delivery. 
Each request, whether it be for a .03 ct. diamond 
or a 10.00 ct. stone, receives the same attention. 


May we have the pleasure of hearing from you; 
toward serving you in the near future? 


Baiada SJ Client Goats et manta 





( | A = = #30 years of professional service to the jeweler 


* | > Ke E = » 45 years as the cornerstone of every fine, 
profitable diamond department 


K & E is proud of its reputation as a respected source for the 
most complete selection of the finest diamond rings, Add-a-link® 
watch attachments and Chaindear® pendants available any- 
where! Every piece is styled and manufactured under one roof 
to assure the quality and leadership in design that has made 


Kaspar and Esh famous for outstanding values... 


worthy of 


your most discerning customers. 


KASPAR & ESH, INC. 


Sustaining Member of G.I.A. 
MANUFACTURING JEWELERS © DIAMOND IMPORTERS SINCE 1916 





126 West 46th Street, New York 36, N.Y. 
Antwerp 62 Rue de Pelican 
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quality controls so rigid 
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Add your name to the 


list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 
Alsan Mfg. Co. 
Axel Bros., Ine. 
Beekerman & Lerner 
Belenky Bros., ine. 
Bickson, Ine. 
M. Boner Company 
Botell Ring Co., Ine. 
J. L. Brandt Co. 
Bristol Seamless 
Ring Corp. 
Coronet Jewelers 
Davidson & Sons Jiry. Co. 


ne. 
D’Esposito Bros. 
E. S. Feinstein & Co. 
Flyer Brothers 
Harry & Ben Frackman, 
Ine. 
Gevertz & Co., Ine. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co., Jirs., Ine. 
Benjamin & Edward J. 
Gross Co., Ine. 
Harry Guise, Ine. 
H. Hamburger Co., Ine. 


Morris Kaplan and Sons 
Charles Koppel Ring Co. 
K. S K. Jiry. Co., Ine. 
Mercury Ring Corp. 
Perkel & Klein, Ine. 
Aaron Perkis 

Samuel Platzer Co., Ine. 
Ss. . Jewelry Co. 
David Sarkin, tne. 
William Schneider 
Schuman & Donchi, Ine. 
Seltzer Bros. 

Skalet Mfg. Co., Ine. 
Veteran Jewelers 

Wax & Skolnik, tae. 

J. R. Wood & Sons, Ine. 


BUFFALO, N. Y. 


zhe Bock-Lewis Co. 
A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil Braude & Sons 
Hart Ring Co., Ine. 
Hirsch and Oppenheimer 
A. Lewin & Co. 

Harry Rotter 

Fred Seltzer Co.. 

Stein & E libogen oy 


INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI. FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN 


Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 

Fratianne Mfg. Co. 

1. sof Goodman Mfg. Co. 
n 

Swirsky Bros.. Ine. 

The Victor Corp 


PENNSYLVANIA 
Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. 1}. 
Dolan & Bullock Co., Ine. 


NEW JERSEY 


Acme Ring Mfg. Co., Ine. 
Church & Company 
F. & F. Felger, ine. 
Jabel Ring Mfg. Co., Ine. 
Jones & Woodland Co., ine. 
Larter & Sons, Ine. 


CHATTANOOGA, TENN. 
John Ullenberg, Ine. 


Worldwide Distributors 


COLUMBUS 5-2656 











by the jeweler in color grading his diamond 
stock. Sets of from three to five stones are made 
up from groups sent by retailers or suppliers 
and color graded against the GIA series of mas- 
ter stones. 

Most of the pear! testing that is done in each 
laboratory is by X-ray fluorescence and X-radiog- 
raphy. Both tests are used at times for other 
purposes. 


. with Le: * 
, ll ~<. 


Robert Crowningshield conducts a dia- 
mond class in the New York laboratory. 


The Institute’s unique diamond and colored- 
stone appraisal systems were developed in the 
Los Angeles laboratory as the outgrowth of years 
of research. Pricing must be kept current, re- 
quiring constant comparing of the cutter’s or 
importer’s product with his prices. Checking the 
grading and evaluation of the many diamonds 
used in class and sent to correspondence students 
is also time consuming. 

A regular activity in both laboratories is re- 
search into the development of new testing meth- 
ods. Particularly at times when new substitutes 
are encountered, intensive effort is needed to de- 
velop rapidly the tests which may be performed 
not only in the laboratory but in the store. 


New Synthetics Mean New Tests 
Another purpose of research is to make sure 
the information in the Institute’s Gem Identifi- 
cation Course is correct and up-to-the minute. 
One of the responsibilities of the Institute is to 
provide information on various methods of test- 
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“A TREMENDOUS 
IMPROVEMENT OVER 
CONVENTIONAL LAMPS” 


John W. Anderson, owner of Anderson's Jewelers, 
Wellesley, Massachusetts 


ae ee ...is how another prominent jeweler 
e D Leveridge } feels about the New North White 
Light Designed for Jewelry Stores 


“When the Verd-A-Ray sales representative in our 
community called and demonstrated the new North White 
reflector and fluorescent lamps, we were so impressed that 
we relamped our Wellesley store and had him assist us with 
the lighting installation for our new store in Winchester. 

‘“‘North White is a tremendous improvement over the 
conventional lamps we had been using. The light is soft 
and a pleasure to work under. It brings out the true colors, 
natural beauty and lustre of our jewelry and silverware. 

‘*‘We also like the long life feature of Verd-A-Ray lamps 
because it will save us considerable maintenance cost.” 

_. For more information on lighting that creates perfect 
visual conditions for the display and sale of jewelry, please 
fill in coupon and mail today. 


MM. GAUGE & ESTIMATOR 
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NORTH WHITE REFLECTORS and FLUORESCENT | 
LAMPS for Store Windows and Interiors 
R-30 75 and 100 watt. Ideal for window displays. 
R-40 150 and 200 watt. Designed especially for 
. > SS jewelry display lighting. 
Sern PAR-38 150 watt lamp. Excellent for interior displays. 
Beoms greater distance than R-40. 
FLUORESCENT For showcases or ceiling use. All popular 


PERFECTED MECHANISM || ssneses nt icretm 1500-1000 how gvorenee 
R U G G F D fluorescent lamps are 17,000 consumer hour. < 
setae gi wy VERD-A-RAY ip 


om -¢€@eeverneatve,eces 


. ae Direct factory sales representatives throughout the 
is aa United States. in Conede it's Verd-A-Roy industries, Lid. 


LARGE Y PE ae, 1285 Hodge Street, Monirec! 9 
HEAVY, PLASTIC PAGES 











SEND COUPON TODAY Send to 
VERD-A-RAY CORPORATION 
Dept. JC-261 Store 
615 Front St., Toledo 5, Ohio 
Please send full information on Address 
your North White 
[Jincandescent []Fluorescent lamps. City 
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FOR 30 YEARS OF SERVICE 


TO THE INDUSTRY 
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ing that keep jewelers abreast of developments 
of detecting new means of potential fraud. There 
are many new gem substitutes being developed all 
of the time, so the two Gem Trade Laboratories 
must be on guard constantly. It is a regular prac- 
tice today for a firm planning to introduce a new 
substitute to send samples to the laboratories 
for preliminary testing for publication to their 
industry. “Emerita,” the new synthetic-emerald- 
coated aquamarine, is a good example. Although 
students study on the Institute’s premises, either 
in New York or Los Angeles, they do not work 
within the confines of the laboratories because 
of insurance problems. They work with the lab- 
oratory personnel in adjacent classrooms. As a 
consequence they are able to work on the same 
type of materials that confront the laboratory 
personnel with its problems daily. 

Many jewelers use the laboratory to obtain of- 
ficial grading and identification reports as sales 


Another aspect of GIA lab work. In 
New York, Eunice Miles makes a spec- 
troscopic examination of a diamond. 


aids. For example, the value of a GIA report on 
the quality of a diamond or the identity of a 
pearl necklace is obvious. Some jewelers, feeling 
that the public understands only such terms as 
‘“nerfect” and “blue-white,” are anxious to prove 
to them conclusively the very fine quality of a 
stone that is VVS or VS and of a fine color. The 
laboratory report shows conclusively the relative 
position of the stone on a scale from the finest 
to the poorest and provides reassurance that the 
jeweler’s representation of quality was correct. 
A report of this sort is useful for insurance pur- 
poses because any minor inclusions are shown 
on a plot of the stone. If the stone is subsequently 
damaged, this furnishes a proof of its condition 
at the time it was insured. i 
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We congratulate the Gemoke Bick 
Institute upon their thirtieth: Soar of 
achievement. tae ee 


masterful cutting — b\ : 
skilled craftsmen.a 
an absolute standardi 
of make. . 
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All prices keystone. This jewelry is copyrighted. 


A. BRILLIANT ALMONDS — Precious B. MARDI GRAS — Magnificent burst of C. GOLDEN FAN~—Palladium-set dia- 
palladium holds the diamonds that give fire star-like ruby and diamond clusters, set in monds sparkle on gold leaves, forming 
to this three-dimensional pin. Burnished palladium, mounted on 18K gold fluted a gracious fan. Drop-shaped turquoise 
gold almonds have graduated diamonds set cones. A large diamond glistens from the nestles in center of pin, above golden stems, 
in a palladium ribbon and stem. $1130. center of this distinctive flower pin. $2300. looped with pa!ladium-set diamonds. $590. 


New prize-winning treasures by ERWIN PEARL 


. 


for vour choice custOMers ;------------------+----+--+--------- 
° 

These inspired designs in precious white palladium and 18K 
gold will appeal to your special customers. The pieces shown 
above and three other Erwin Pearl designs won 1960 
“Diamonds International Awards” for their originality and 
fine workmanship. Now they are available to you for resale 
to your customers. Order direct from Erwin Pearl. 


PALLADIUM ar precious metal of the 


platinum group * Platinum Metals Division 


ERWIN PEARL, 5 East 47th Street, New York, N. Y. 


Please send me: Keystone 
[) Brilliant Almond Pin $1130 
[) Mardi Gras Pin $2300 


[] Golden Fan Pin $ 590 


STORE 


OX 
The International Nickel Company, Inc. 


67 Wall Street, New York 5, N. Y. 
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(please print) 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 145 





Even the FBI sometimes calls for help; 
here are some interesting examples of 
gem detection from the labs’ case-books 


@ Were Sherlock Holmes to don his deer-stalker 
hat, stuff a brier in his mouth, and, with the good 
Doctor Watson in tow, drop in on a GIA labora- 
tory during working hours, he would feel per- 
fectly at home. 

There he would find men no less dedicated than 
he to throwing light into puzzling and sometimes 
murky corners, to probing the unknown. 

There he would find riddle solvers at work on 
problems resembling those which intrigued the 
Master Sleuth himself. Problems such as... . 


The Story of the Dyed Black Pearls 

For many years jewelers have been troubled 
by the difficulty of distinguishing between natu- 
rally black pearls and natural pearls that were 
dyed black. Long ago GIA lab men learned that 
if the pearls had been soaked in silver nitrate 
and then darkened by exposure to sunlight a pat- 
tern would appear on x-radiographs, caused by 
metallic silver. Knowing this was not enough, 
however, because other dyes were also known to 
have been used. 

In attempting to solve this problem Institute 
men in Los Angeles considered every approach 
available to them. They obtained a number of 
different dyes to see, first, whether they could 
dye pearls effectively; secondly, whether they 
could detect the dye after it had been applied to 


146 


a pearl. Each operation presented difficulties. 

To start, they obtained shells of the various 
mollusks in which pearls are found and experi- 
mented with the black portions of the shells. 
They found that under ultraviolet light a red glow 
was noticeable in those black portions. A similar 
glow was found in almost all of the pearls which 
dealers felt certain to be natural blacks. They 
followed this up by testing known dyed pearls 
by using swabs soaked with a very weak acid 
solution. It was found that dyed pearls that had 
been treated on the surface would stain the swab 
slightly. Also, pearls that had been dyed and any 
surface dye removed failed to fluoresce in the 
pink color expected of the natural pearl. This com- 
bination of tests made it possible to distinguish 
readily between natural black pearls and those 
that had been dyed. 


- ww 


The Case of the Jade Fade 


A stone dealer came into the New York lab- 
oratory to report that a number of expensive 
jade cabochons he had bought not long before 
had been said by his customers to be fading badly. 
Tests indicated that the jade had been dyed, so 
it was important to find a method by which the 
dye could be detected before purchase. 

Because this was a color matter, Crowning- 


JEWELERS’ CiIRCULAR-KEYSTONE, FEBRUARY 1961 





NEW ano 
DIFFERENT 


Huu 
Alli 


| 


-_ 
a * 


Mother, Father, Sister, Brother, 
Grandparents, too, are potential customers 
for this NEW, exciting idea in rings. 

In many stores the Family Ring is one 
of their fastest moving items. 

This beautiful ring symbolizes the family 
circle with all its love and devotion. 

The gold bands signify husband and wife 


while the birthstones signify each member of 


the family. Additional birthstones may be 
added as the family increases. 


The Family Ring will stimulate more sales for 


you. Write for further information and prices. 
Available in 10 and 14 kt. gold. 


FREE ad mats, counter cards and sample mailers. 


SOLD THROUGH WHOLESALERS ONLY 
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chneider iv. 


2 WEST 47th ST.. NEW YORK 36, NEW YORK 








to the 


G. L.A. 


and its 


STAPE 


on their 


.>( )™ 


ANNIVERSARY 


Ira J. Seigfreid, G.M. A.G. S. 
Raymond Schneider, G.M. A. G. S. 
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Jerry Carr, G. |. A. Student 

Christine Silady, G. |. A. Student 
Robert G. McCue, G. |. A. Student 
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diamond magnifiers. Accepted all 
over the world. Meets U.S. Fed- 
eral Trade Commission standards. 
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DIAMOND JEWELERS SUPPLIES 


DIAMOND CLUB BUILDING 
30 WEST 47th STREET, NEW YORK 36, N. Y. 








shield turned to the spectroscope to see if a re- 
liable test could be devised. He found that a dis- 
tinct change in the spectrum caused by the dye 
was readily detectable. Thus, it is now easy to 
distinguish dyed green jade from naturally green 
material. Today, stone dealers receiving ship- 
ments of green jade often have their shipments 
checked so that dyed material is eliminated. Com- 
plaints about fading jade have died away. 


* * * 


The Problem of the Discoloring Turquoise 


Colored stone dealers have complained for 
years about the rapid deterioration of color in 
some turquoise, usually stones which had been 
paraffin-treated to give a deeper, more even and 
attractive color. This beautifies low-quality tur- 
quoise, but over a period of time the stone as- 
sumes a dirty greenish color. 

The treatment could be detected by using a 
flame to melt the paraffin, which could be noted 
with a loupe at the surface of the stone. But one 
trouble with this test is that turquoise decrepitates 
when it is heated. Decrepitation may be likened 
to a series of small-scale explosions. As a result, 
such a test had to be used with caution. In addi- 
tion, the flame often discolored the turquoise. 

Today, chalky, almost white, turquoise is con- 
verted into lovely medium-blue stones not only 
with paraffin but, more frequently, with plastics. 

As turquoise gained popularity during the last 
year or two, GIA laboratories got many requests 
from dealers to test the stones. The Institute 
developed new methods that are simple to apply 
and easy to interpret. Les Benson, lab super- 
visor, reasoned that controlled heat would be use- 
ful in the detection of both paraffin and plastic. 


eX, eo 
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He knew. however, that an open flame was likely 
to mar the turquoise. As a solution, he hit upon 
the idea of the electrically heated hot point that 
is used in wax modeling. When the red hot point 
is moved near the turquoise, paraffin melts and 
moves ahead of the point, although the latter does 
not touch the stone. Plastic-treated material can 
be detected from the plastic odor if the point is 
touched lightly against the turquoise. Thus, a 
very simple test permits the rapid detection of 
artificial color improvement of turquoise. 
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Natural? Or Irradiated? 


Diamonds subjected to limited radiation in a 
cyclotron or an atomic pile turn green. Subse- 
quent heat treatment can change the color to 
various shades of yellow, brown or brownish-pink. 
Heavier doses of radiation cause a black color. 

The introduction of the yellow, brown and 
brownish-pink colors multiplied the difficulties 
of diamond dealers specializing in fancy colors 
because, when they were introduced, there was 


_G TA: LINE-UP- 


no reliable means of detection. This became an 
increasingly important problem both for the dia- 
mond dealer and for the laboratory. 

Bob Crowningshield, director of the GIA’s New 
York Gem Trade Laboratory, tried many ideas 
before hitting upon an effective means of detec- 
tion. Since slightly yellow or colorless diamonds 
were given a much deeper color, he reasoned that 
a change might have occurred in their absorption 
spectra that could be seen with a spectroscope. 
The color change was pronounced; would it show 
up in the absorption spectrum of the stone? 

This proved to be the case. Crowningshield 
found that several changes in intensity in the 
lines and the appearance of one new line were 
evident in almost every case. Subsequently the 
examination of well over 10,000 irradiated and 
heat-treated diamonds showed that the new line 
was evident in all but a handful of cases. At no 
time has this same line been detected in natural 
stones. 

Later, Crowningshield learned that a British 
physicist had seen and reported this same line 
in a British physical journal. However, his work 
vas not known in gemological circles at the time, 
nor had the physicist attached the significance to 
it that Crowningshield proved in his later in- 
vestigations. 

x &* * 


“Oiled” Rubies, Emeralds and Sapphires 

For generations Oriental stone dealers have 
used various means to improve the appearance 
of colored stones. One that usually lasts long 
enough for a sale to be made but not much longer 
is the so-called “oiling” of rubies, sapphires and 
emeralds. An oil or another type of solution is 
prepared in a color comparable to that of a fine 
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specimen of whatever stone is to be improved in 
color. and then the stone is soaked in the liquid. 

This is done just as often to conceal cracks and 
separations or to minimize them until the sale 
has been consummated. Almost every emerald 
that is sold has numerous inclusions and often 


has many fractures. This is true also of many 
rubies and sapphires. By soaking the cracked 
stones in oil the white lines or shiny reflections 
that reveal the cracks are either totally hidden 
or reduced in apparent size and importance by 
the oil filling. 

Stones that are quite pale are given added 
color by the soaking in oil. Oil is used more often 
than water because it is much slower to evaporate 
and disappear from the cracks. 

Sometimes such treatment is revealed by a 
stain in the stone paper. However, treated stones 
may have been placed in fresh papers just before 
offering, so that no stain is evident—or they may 
already be mounted. Thus, it is necessary to have 
an effective means for the detection of oiling. 

One effective method devised by the staff of 
the Institute is the use of the hot point mentioned 
in connection with the detection of treated tur- 
quoise. This hot point, when brought near a stone 
with an oil-filled crack, causes the liquid to move 
and this movement is readily visible under mag- 
nification. Of course, it is always possible to re- 
move such oil by boiling the stone out, but if 
this were done to a customer’s stone, the retailer 
could be accused of substitution or of damaging 
a valuable stone. As a consequence, jewelers 
should be alert to the possibility of an oiled stone 
when a piece of emerald or ruby-set jewelry is 
taken in for repair, resizing or cleaning. 


Se , RR 


The Jeweler’s Fault or the Owner’s? 


Both Gem Trade Laboratories are called upon 
to do a good deal of work for insurance adjusters. 
One of the frequent problems is a cleaved or 
broken diamond, which raises the question: “Is 
the break inherent (was it there when the stone 
was sold), or is it a fresh break?” 

GIA gemelogists have found that it is possible 
to distinguish readily between cracks formed be- 
fore and after the last polishing of the stone. 
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When the surface is viewed under very high mag- 
nification with special light sources, polishing 
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marks are easily visible. If a crack was present 
at the time the stone was polished, there is 
definite evidence at the crack of this fact. Polish- 
ing marks continue across a crack that was not 
present at the time the stone was polished. This 
is often of great importance for it determines 
which insurance company (jeweler’s or custom- 
er’s, if any) is liable. 


The “Disappearing” Diamonds 

Reports filtered into the New York laboratory 
alleging that a woman’s diamonds had “disap- 
peared” from rings left overnight in undiluted 
commercial bleach. 

According to the reports, the heads of the rings 
were broken after immersion and the stones were 
missing. A greenish black residue covered the 
bottoms of the glasses and coated the inner sur- 
faces of the heads. 

GIA sleuths went to work. First, they left un- 
mounted diamonds overnight in undiluted bleach. 
Nothing happened. 

Next, they left a 14-K white-gold diamond ring 
in the liquid. When wiped with a cleansing tissue 
next morning, the ring split at the mounting and 
the stone fell out. The GIA explains: 

Gold alloy, with its base metal content of zinc 
or copper, plus sodium hypochlorite sets up an 
electrolytic action which attacks the base metal 
and causes a ring to break at its thinnest point. 

The lab believes that the woman’s diamonds 
“disappeared” when she accidentally threw them 
out with the residue which collected at the bottom 
of the glass. ee 
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THE PEOPLE WHO BUILT IT, TEACH 
THE COURSES AND DO THE RESEARCH 


he Human Side ot G 


@ THE GEMOLOGICAL INSTITUTE OF AMERICA was 
founded 30 years ago, in 1931, by Robert M. Ship- 
ley at the request of Southern California jewelers 
and assisted by them. With the untiring efforts 
of his wife, Beatrice Bell Shipley; his son, Robert 
Shipley, Jr.; Dorothy Jasper Smith, who joined 
them in 1932, and a number of others, the organ- 
ization flourished. 

In 1942, the Shipleys turned the Institute over 
to the Board of Governors, who organized it as 
a nonprofit corporation under the laws of Ohio, 
the home state of Edward F. Herschede, Sr. of 
Cincinnati, who was then Chairman of the Board 
of Governors. At that time, to insure its future, 
particularly during the war years, a $65,000 en- 
dowment fund was raised by students and grad- 
uates of the Institute, led by Percy K. Loud and 
James G. Donavan, Jr. 

In the years between 1931 and 1942, Shipley 
was assisted in the educational portion of his 
work by his son, by Edward Wigglesworth, Ph. 
D.. former Curator of the Museum of Natural 
History in Boston, and from 1940 to 1942 by 
Richard Liddicoat, who had come to the Institute 
from the University of Michigan with an M. S. 
in mineralogy. 

At the end of World War II the general increase 
in educational interest fostered by the GI Bill " Pee. 
caused the Institute to grow greatly. Since the | @ _ Bill Allen 
end of enrollments under the GI Bill in 1951, al- Te as ' 
most every year has seen a new record in the 
number of civilian enrollments. In 1956 the De- 
sign Course and the first of four projected courses 
in Jewelry Retailing were added to the curricu- 
lum. In 1958 the new Diamond Course was in- 
troduced, followed in 1959 by the new Colored- 


... In Los Angeles 


Les Benson 


Stone Course. A new final course on Gem Identi- 
fication is expected to be ready in the Spring 
of 1961. 


The Staft 

The Institute has a staff of 22—18 in Los An- 
geles and four in New York. 

Executive Director is Richard T. Liddicoat, 
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Its 30 Years of Service 
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principles similar to the aims and objec- 
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Graduate Gemologist 
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Jr., who succeeded Shipley upon his retirement 
in 1952. Both in New York City and in Los Ange- 
les, Dick is assisted by some of the ablest gem- 
ologists in the world. 

In Los Angeles, Lester Benson, Laboratories 
Supervisor, has designed much of the gem testing 
equipment used in the Institute’s laboratories 
and developed the method for determining the 
refractive indices of polished materials with 
curved surfaces. He is also responsible for the 
development of many tests now in wide use in 
testing laboratories throughout the world. Les is 
the designer (assisted by K. M. Moore) of the 
Mark V Gemolite base and the new GIA Duplex 


Larry Copeland 


Jeanne Martin 


Dorothy Smith 
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Ken Moore 


refractometer, the Illuminator Polariscope, and 
many other instruments. 

GIA instructors, all competent gemologists, 
include: William A. Allen. former jeweler, who 
holds a master’s degree in chemistry from Purdue 
University, in addition to his GIA graduate di- 
ploma; graduate gemologist Gale Johnson, a grad- 
uate of Gustavus Adolphus College and former 
jeweler; and GIA graduate Joseph A. Murphy, 
better known as Joe to several thousand Diamond 
Course students and former students. Lawrence 
L.. Copeland is Correspondence Course Editor. 
Jeanne Martin, also a Graduate Gemologist, is 


. in New York 


Bob Crowningshield 


Eunice Miles and Bert Krashes 
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in charge of publications and also acts as staff 
photographer. 

Executive Secretary Dorothy Jasper Smith 
is also Registrar, a position she has held for 15 
of her 29 years with GIA. Since 1947 Kenneth 
M. Moore has led the coordinating staff handling 
the correspondence courses and has managed 
the instrument department. Clare Verdera has 
been in charge of purchasing and printing since 
1946. 

In New York, the Institute’s Gem Trade Lab- 
oratory is under the direction of the well-known 


Officers, GIA 


Edward H. Fraus, president 


Charles H. Church, 
vice-president 


Fred J. Cannon, 
secretary-treasurer 


James J. Donavan, Jr., 
chairman 
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graduate gemologist Robert Crowningshield, a 
San Diego State graduate. 

Bob is best known here and overseas for such 
developments as a method for distinguishing 
diamonds colored by irradiation and heat treat- 
ment from those with natural color. This is one 
of many contributions to gem testing he and his 
associates have made. He is ably assisted by grad- 
uate gemologists Bert Krashes and Eunice Robin- 
son Miles. Krashes and Crowningshield are well 
known throughout the eastern United States as 
GIA Diamond Class instructors and as lecturers: 


Board of Governors, 
GIA 


J. Lovell Baker 


Alex H. Bockstruck 


Carleton G. Broer 


Stanley E. Church 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 








° 


> 


oD 


Our Congratulations 


to the 


Gemological Institute of America 


... for 30 years of promoting the 
industry’s highest standards 
standards, for example, such as 
ACCURACY OF ASSORTMENT. 


For nearly half a century the accu- 
racy of our assortments has built up 
a loyal following ... steadily grow- 
ing. 


LAWRENCE BODENHEIMER, Inc. 


Importers of Diamonds 


Edward Barzilay Bertram R. Levy 


Graduate, G.I.A. 


1650 Broadway, New York 19, N. Y. Circle 7-1817 


| 




















Congratulations 
to 


Gemo ogical Gi stitule 
of iain, 


on their 


30th Anniversary 
ELDOT & CO. 


Importers, Dealers & Cutters of Gems 


33 W. 60th St. New York 23. N. Y. 























BARRASSO & BLASI, INC. 





PRICES 


a PESENLS weseceseses 
tHe 


RELIGIOUS RINGS 


available in 10K & 14K 
yellow gold or yellow & | 
white. Ask your wholesaler Zain cs ac aos 
to show you the complete TS » 10K .. 13.50 
B & B line of the finest ge Max - W749 
in jewelry. 1 R5478A 


-  10K.. 9.00 
14K _. 12.00 


*WRITE FOR COMPLETE INFORMATION 


BLAS | 


NEWARK 


BARRASSO 8&8 


31-33 GOVERNOR STREET 


KEYSTONE 
R5447A/25 


10K .. 14.25 
- 18.75 











Mrs. Miles a former mineralogist, for her maga- 


q ° zine articles and lectures. 
the vy finest Danian ti teakeiaiae i of Donavan & Seamans 


Co., Los Angeles, has served the Institute as 
chairman of the Board of Governors only since 


sfones 1958, but his services to GIA as a member and 


then chairman of the finance committee in Los 


: | Angeles and as chairman of the acquisition com- 
Are Sel L771 | mittee, when the governors took over the Insti- 


tute in 1942, have been invaluable to GIA and the 
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Broer of Broer-Freeman Co., Toledo. He has been 
a governor for many years. 

The present board of governors includes also 
J. Lovell Baker of Henry Birks & Sons, Ltd.., 
Montreal; Alex H. Bockstruck of H. Bockstruck 
Co., St. Paul; Fred J. Cannon of Slaudt-Cannon 
Agency, Los Angeles; Stanley E. Church of Church 
& Co., Newark; F. Forest Davidson of Thomas 
Long Co., Boston; Frederick O. Herz of R. Herz & 
Bro., Reno; Leo J. Simard, Holyoke, Mass.; Bur- 
ton Joseph Jr. of S. Joseph & Sons, Des Moines. 
C. I. Josephson, Jr. of C. I. Josephson Jewelers, 


Board of Governors 


(continued) 


H. Paul Juergens 


George R. Kaplan 


William P. Kendrick 


Kenneth G. Mappin 
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Board of Governors 


(continued ) 


William S. Preston 


Joseph L. Roberts, Jr. 


Leo J. Simard 


Stanley S. Smith 


Moline; H. Paul Juergens of Juergens & Ander- 
sen, Chicago; George R. Kaplan of Lazare Kaplan 
& Sons, New York; William P. Kendrick, William 
Kendrick Jewelers, Louisville; Kenneth G. Map- 
pin of Mappin’s, Ltd., Montreal; William S. Pres- 
ton of F. J. Preston & Son, Burlington; Stanley 
S. Smith of J. B. Hudson Co., Minneapolis, and 
Joseph L. Roberts, Jr., of John M. Roberts & Son, 
Pittsburgh. 

Since 1945, the president of the institute has 
been Edward H. Kraus, Sc.D. Dean Kraus is 
known best in gemological circles for his col- 
laboration with Chester B. Slawson on the text- 
book Gems & Gem Materials. He is also the author 
of many other mineralogical texts and former 
Dean of the College of Literature, Science and 
the Arts of the University of Michigan. Fred J. 
Cannon of Los Angeles has served as secretary- 
treasurer since 1949. Zee 
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Puzzled about some aspects 
of the GIA? If you are, you 
may find the answers in this 
interchange between JC-K edi- 
tors (firing the questions) and 
Richard Liddicoat, GIA execu- 
tive director. 


What are students’ principal 
objectives in GIA study? 


The most accurate answer, 
based on student comments, 


JEWELERS 
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would probably be: to build sales 
through greater over-the-counter 
confidence and prestige and to 
increase customer confidence. 
Other objectives are: to improve 
buying ability and to gain added 
enjoyment from their work. 
Still others take the course chief- 
ly to learn to appraise accurately 
and thus to add a lucrative ser- 
vice to the store. 


Do students as a group seem to 
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share any character traits in 
common? 


Those who complete all the 
courses seem to have slightly 
greater drive than the average 
jeweler. 


How would you describe an 
“average” student? 


A survey made a year or so 
ago showed the “average” stu- 
dent to be an individual a year 
or two under 40 with 12 to 15 
years experience in the trade. 
About 60 per cent were store 
owners or managers. Most of 
the rest were jewelry salesmen. 
The average student has a high 
school education, plus a semester 
to a year of college training 
after high school, but the range 
is from no formal education to 
several Ph.D’s and M.D.’s. 


What is the GIA “co-ed” ratio? 
How do women compare with 
men as students? 


The most beautiful 
solitaire ...ever 


This is our popular “Swirl 
Solitaire’ . . . in 14 K white 
or yellow gold, with match- 
ing wedding bands. Mats 
available to help you pro- 
mote this fast seller. 


(U. 3. PAT. APPLIED FOR) 
Through wholesalers only 


WAX and SKOLNIK INC. 


Manufacturing Jewelers for over 30 years 
62 WEST 47th ST.. NEW YORK 36, N. Y. JU. 2-9280 


Approximately 7 per cent of 
1960 enrollment were women. 
They seem to furnish a higher 
percentage of both excellent and 
poor students. They are slightly 
more likely to have difficulty 
with the diamond grading and 
appraisal and stone identifica- 
tion than are the men. 


How old was the oldest person 
to start a GIA study program? 
How did he make out? 


The oldest man to start a 
course was in his late seventies, 
and he did not study very long. 
One student, a man who had no 
formal education, took the Dia- 
mond Evaluation course at 70 
and did rather well in the class. 
Another man of approximately 
the same age who completed the 
correspondence course and earn- 
ed a Gemologist Diploma is now 
running a small business in Los 
Altos, California. He was an ex- 
cellent student. 


How old was the youngest per- 
son when he started a GIA 
course, and how did he make 
out? 


A number of persons have 
started the course at 17, the 
lowest age we permit. On the 
whole they have not done quite 
as well as older students. 


Who was the first person to 
complete a GIA course? Is he 
still alive and in business? 


The first person to complete 
the GIA training was Fred B. 
Thurber, president of Tilden 
Thurber Corporation, Provi- 
dence, R. I. He is very much 
alive and continues as president 
of his firm. 


Are people outside the retail 
jewelry industry permitted to 
take GIA work? 
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Yes. Hobbyists and collectors 
are usually interested in the 
Colored Stone Course only. Few 
are interested in diamond train- 
ing unless they are preparing 
for the jewelry industry. 


Is it good or bad for the retail 
jewelry industry to have peo- 
ple in department stores, mail 
order houses, pawn shops and 
discount houses studying gem- 
ology? 


We believe that a school of 
gem instruction, open to all, is 
essential. We feel that in the 
long run the retail jewelry in- 
dustry benefits from having peo- 
ple from department _ stores, 
mail-order houses, pawn shops, 
discount houses and other out- 
lets studying gemology. In gen- 
eral, the result is an upgrading 
of these outlets and cleaner com- 
petition for the retail jeweler. 
The number of GIA graduates 
conducting dishonest businesses 
seems to be very small, judging 
from the few complaints we get 
to that effect. Most jewelers 
seem to approve GIA’s avail- 
ability to all trade elements. 


What percentage of GIA stu- 
dents is directly connected 
with the jewelry industry? 


More than 95 per cent at pres- 
ent. In the Diamond Course this 
would be nearer 99 per cent. 


Has this percentage been rising 
or dropping? 


It remains fairly steady. 


How many hours a week does 
the average student spend in 
GIA study? What is the cost 
per week of this study? 


It is difficult to assess accu- 
rately the average number of 
hours spent in GIA study. As- 
suming that a student turns in 
enough assignments to complete 
the Diamond Course in a year, 
for example, we estimate that 


he would average one to two 
hours a week depending on how 
rapidly he assimilates and how 
thoroughly he studies. Completed 
at this rate, the average weekly 
cost for the course would be 
approximately $3.50. The GIA 
course has been completed in 
less than two months by those 
who come to Angeles or 
New York to study and devote 
full time to it. It sometimes has 
been done in even less time under 
such circumstances. However, 
some working full time have 
completed the Diamond Course 
in two months and the three 
courses in slightly less than six. 
Bill Cremer, a jeweler in La- 
Crosse, Wis. completed the en- 
tire course in four months and 
was an outstanding’ student. 
The average completion time is 
nearer a year and a quarter each 
for the Diamond Course and 
Colored Stone Course and six 
months for the final course, mak- 
ing a total of three years. 


Los 


Are the exceptional students 
usually outstanding also as busi- 
nessmen and jewelers? 


It is our distinct impression 
that really exceptional students 
do not do as well in business as 
does a group below them. The 
most effective businessmen are 
usually good to excellent stu- 
dents, but not in the top one 
per cent. Occasionally we en- 
counter highly successful busi- 
nessmen among the poorest stu- 
dents. They have prospered be- 
cause of unusually warm, out- 
going personalities that made 
sales for them. However, this 
is unusual. Ordinarily the best 
businessman is a better than 
average student. 


Which course is the most pop- 
ular? Why? 


The Diamond Course is the 
most popular because diamond 
know-how is so essential to a 
jeweler who intends to build dia- 
mond sales volume. The immedi- 
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ate results gained from the 
course contribute to its pop- 
ularity. The new Colored Stone 
has become very 


Course also 


popular. 


What is the drop-out ratio? 
Why do people fail to complete 
courses? 


Of those who have enrolled 
for the new Diamond Course 
to date, the loss ratio has been 
near 20 per cent. One in five 
drops out. This is a much lower 
ratio than we had in the 
past when we expected one of 
every two enrollees in the first 
course to complete it and one 
in five to complete all of the 
gem courses. The usual reason 
for drop-outs in the new courses 
procrastination. The 
regularly apologize 
for not having studied and prom- 
ise to resume in a short time 
—a day that never dawns. Some 
people leave the jewelry indus- 
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try when part way through the 
courses; others become angry 
because of a low grade, or per- 
haps find the course not to their 
liking. On a percentage basis, 
however, these latter reasons 
do not seem to be significant 
factors. 


How are final examinations 
given? What if one fails? 


Final written examinations 
at the end of each of the three 
gem courses are taken under 
the proctorship of a local high 
school teacher or librarian. If a 
student fails, he may take the 
examination again. There are 
several different examinations 
and if a student failed a second 
time, he could still retake again 
after further preparation. A 
student who has gone through 
the course conscientiously should 
be able to pass the examination 
without difficulty. 


How many people take residence 
courses at Los Angeles or New 
York during the year? 


The one-week resident classes 
given in New York, Los Angeles 
and in other major cities will 
probably be attended by close to 
500 students in 1961. In the last 
few years, the number has grown 
from under 100 to well over 300 
students per year. Classes in Los 
Angeles and New York usually 
make up approximately 30 per 
cent of the total. 


What effect, if any, has GIA 
study had on the family life of 
GIA students? 


Quite often wives study with 
husbands. In other cases they 
help them by reminding them 
that they should be grading the 
diamonds GIA sent the week be- 
fore, or sending the next lesson. 
When a wife serves in a sales 
capacity in a store, even on a 
part time basis, husband and 
wife usually find it advantageous 
to study the courses together. 
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(A profit promotion that will build watchband sales for your store) 


You can’t beat this offer! Buy 9 ladies’ bands, 
8 men’s bands, get this amazing J-B 17 “New 
Look” Display free! 

The bands seem to turnin thin air right before 
your eyes! This is the display that will attract 
crowds of interested customers to your win- 
dows and counters. 


To get this fabulous display all you do is order 
the J-B 17 assortment of 17 best-selling men’s 


Jacoby-Bender, Inc., 


and women’s watchbands. Act now! Your 
wholesaler has only a limited quantity of these 
displays. Call him today! 


THIS IS A LIMITED TIME OFFER, ACT Now! 


$52.95 
$119.15 
$66.20 
FREE 
FREE 


17 bands cost you 

You sell the bands for (T.1.) 
Your profit (T.1. ) 

J-B 17 Light & Motion display 
Golden 9 pack presentation tray 


Woodside 77, N.Y. 








We have encountered a number 
of cases where people have told 
us that they had a happier re- 
lationship as a result of their 
study together because it gave 
them a common interest that 
they did not have earlier. They 
also learn to work together to ad- 
vantage. 


Is gemology just for “cash” 
stores? To what extent are 


credit jewelers taking GIA 
courses? 


Although GIA _ studies were 
once primarily of interest to 
cash store personnel, today many 
credit firms and chain opera- 
tions are recommending GIA 
studies to personnel, and officers 
are studying as well. Credit 
stores are finding that training 
is necessary to help their person- 
nel sell larger diamonds. 


EXCEPTIONAL 


Diamond, Platinum and Gold: Jewelry 


rt 
Ko; ae 
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Rings, Earrings, Brooches, Neck- 
laces, Bracelets and Pendants in a 
wide variety of styles from the clas- 
sic to the modern, in platinum and 


14 Kt. gold. 


For further information and memo- 
randum selection write or call: 


Wm. Chalson & Co., Inc. 


42 West 48th Street 


New York 36, N. Y. 


PLaza 7-2827 


What are the business advan- 
tages of completing one or more 
GIA programs? 


Students tell us they find a 
considerably greater sales effec- 
tiveness through added confi- 
dence, greater prestige locally, 
greater buying ability, anda new 
enjoyment in their work. Some 
of the business increases attrib- 
uted by various jewelers to 
changes made as a result of the 
study of the courses are phe- 
nomenal. 


May GIA certificates be adver- 
tised by their possessors? 


The Diamond Certificate, Col- 
ored Stone Certificate and GIA 
Gemologist Diploma may be ad- 
vertised as such. GIA does not 
grant the use of its name in ad- 
vertising in other manners. In 
other words, we do not object to 
reference to successful comple- 
tion of training, but we do object 
to use of the GIA name in a man- 
ner that suggests that the indi- 
vidual is being underwritten 
ethically as a result of GIA 
training. We’re a school—not a 
society. 


What have been the enrollment 
trends in GIA over the past 10 
vears? 


The rise in non-veteran enroll- 
ment has been rapid since the 
end of World War II. We had 
an enormous enrollment under 
the provisions of the G.I. Bill, 
particularly in 1951 when it was 
due to be cut off. The present 
enrollment is about 1500. In the 
period 1948 through 1959 an- 
nual enrollments increased from 
approximately 175 to approxi- 
mately 700. New enrollments in 
1960 fell off somewhat. 


Over 30 years, how many in- 
dividual students have taken 
GIA courses? How many have 
completed one course? More 
than one course? 
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EXQUISITELY SLENDER! AMAZINGLY PRICED! 
yr alas $5.40; Retail $5. 95 T.I. End-0- on End 


~*~ 42348 6% 22a 43  . ~% % Se ee ee es od 
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ye Keystone $6.00; Retail $6 95 TIE End O-Matic Ends (Y or W GF 
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MULTI-WIDTH ENDS...FIT 56”, ''ie” AND %4” CASES! 
7049MS—Keystone $7.50; Retail $8.95 T.!. (Y) 
8049MS—Keystone $5.70; Retail $5.95 (Stainless Steel) 
Straight or Curved Squeeze Action Ends. Butler finish center, bright sides. 


TOPEREP EET ESSE EES TTT aa 


EXTRA STYLE APPEAL PLUS EXTRA MARK-UP! 


7355MS—Keystone $9.00; Retail $10.95 T.!. (Y) 
tnt Keystone $6.70; Retail $6.95 (Stainless Steel) 'ie 








” curved ones 


” or 3 





NEW! FOR NURSES’ AND WOMEN’S SPORT WATCHES! 
2062MS—Keystone $7.20; Retail $7.95 T.!. (Y) 
8062MS—Keystone $4.90; Retail $4.95 (Stainless Steel) “+” or 42” straight ends! 
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BRILLIANT GOLDEN RIPPLES ENHANCE ANY WATCH! 
6042—Keystone $5.00; o6 " e ~ - or M n F.) 
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(MS = Multi-Size) 


| 
(A new stock selection designed for immediate profits) 


Fresh stvling...distinctive finishes...attrac- for your customers. Multi-Size, 
tive prices. These are the features that make End-O-Matic Ends, Squeeze- 
J-B your best buy for ’61, because these are Action Ends (Nos. 7049, 8049 
the features that make for volume sales. above) speed your selling time, let 

you change bands in an instant ! Get 
You’ll find other features on these watchbands a head start on spring selling. Act 
that make selling easier for you, buying easier now! Call your wholesaler today! 


Jacoby-Bender, Inc., Woodside 77, N.Y. 
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TO THE 


GEMOLOGICAL 


INSTITUTE 
OF AMERICA 


on gour 


THIRTIETH 
ANNIVERSARY 


from the firm so 
well-known for fine 
Platinum and Gold Jewelry 
Custom Designing Service 
Cultured Pearls 


BYARD F. BROGAN 
801 Walnut St., Phila 7, Pa. 
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FINE STONES 
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It is difficult to get exact fig- 
ures for the first 15 of the 30 
vears of GIA’s existence. Since 
World War II, however, about 
12,000 students have enrolled in 
one or more courses. Roughly 50 
per cent completed one course or 
more and over 2,000 have com- 
pleted all gem courses. 


Has GIA enrolled students in for- 
eign countries? 


We have, or have had, stu- 
dents in more than 40 foreign 


_countries and Gemologist Di- 


ploma holders in over 20. 


What is the difference between 
GIA and AGS? 


The Gemological Institute of 
America is an educational insti- 
tution, a testing and research 
facility, and an instrument de- 
signer and manufacturer. It is 
operated for the entire jewelry 
industry entirely without re- 
striction as to enrollment, sale 
of merchandise, or the perform 
ance of laboratory functions. On 
the other hand, the American 
Gem Society is a group of jewel- 


| ers selected by the existing mem- 


bership on the two-fold basis of 
gem knowledge and ethical busi- 
ness performance. 


What percentage of people who 


_complete GIA courses become 


members of AGS? 


About 25 per cent of GIA stu- 


| dents become American Gem So- 
| clety members. 


How can a jeweler have stones 
tested by GIA? 


In order to have stones identi- 
fied at the Los Angeles or New 
York laboratories a jeweler need 
only send the stones to either 


| address with a request that they 


be identified, graded, checked for 
color or whatever service he 
wishes to have performed. 


What instruments are considered 
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basic for use in buying and sell- 
ing stones? 


Instruments essential in the 
performance of most identifica- 
tions include a refractometer, po- 
lariscope, and a means of magni- 
fication. If magnification is pro- 
vided by a loupe, total cost for 
the three is under $100. We rec- 
ommend strongly binocular mag- 
nification with dark-field illumi- 
nation, such as that furnished 
by the Gemolite, Diamondscope 
or Gem Detector, but most iden- 
tification ean be performed with 
a loupe plus the refractometer 
and polariscope. 


Beyond these essentials, what 
instruments are recommended 
by GIA and in what order should 
they be acquired? 


Other instruments which are 
useful in a gem testing labora- 
tory include a gauge (a microm- 
eter or better still an estimator 
gauge such as the Leveridge) 
and a means of taking specific 
gravity readings. For a labora- 
tory equipped to do every type 
of identification other than 
pearls, an ultra-violet lamp emis- 
sion and spectroscope would be 
useful. 


Is GIA now developing new tests 
or devices which may solve prob- 
lems confronting the industry? 


At the present time the GIA 
laboratories are working on 
means to detect coatings such as 
those being applied to diamonds 
to improve color. This practice 
is currently disturbing the New 
York trade. The present method 
of detecting coatings on mounted 
stones is too difficult. We are 
also well along with the produc- 
tion of a new refractometer, the 
first designed to determine re- 
fractive indices on both flat and 
curved surfaces. There are a 
number of other instruments 
and tests in various stages of de- 
velopment. 


Does any other retail industry 
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(An open and shut case for increasing band sales) 


Plush velvet encased in deep grained white 
viny!! This is the exquisite setting provided by 
these new J-B presentation folders for the 
most beautiful bands in the world. 


{ach folder is a complete watchband fashion 
show at your fingertips. Open, they are stun- 
ning displays in window or showcase—as well 
as dramatic presentation for personal selling. 
Closed, they pack away in mere inches of 
space. The men’s folder contains four trays; 


Jacoby-Bender, Inc., 





the women’s folder contains three trays. Each 
tray is lined with two-tone velvet and set in 
an antique golden wood frame. 

$126.55 
$290.65 


$143.75 
$318.65 


COST OF WOMEN’S FOLDER 
RETAIL—42 WATCH BANDS (T.I.) 


COST OF MEN’S FOLDER 
RETAIL—40 WATCH BANDS (T.I.) 
Trays in each folder are available separately 
with collapsible easels for display on your 
counter or in your window. 


Woodside 77, N.Y. 





have a facility comparable to 
GIA? 


The Retail Hardware Associ- 
ation offers aid to the hardware 
retailer and many other associa- 
tions assist their membership in 
one way or another. But we 
know of no other industry with 
a directly comparable, trade-con- 
trolled educational facility such 
as GIA. 


Is there evidence that GIA pro- 
fessionalization of the industry 
has aided the jewelry field as a 
whole, in competition with other 
industries that are bidding for 
consumers disposable incomes? 


At a time when retail market- 
ing is going through a revolu- 
tion, it is important to note that 
diamond sales have been increas- 
ing rapidly in the last two or 
three years. Many believe that 
the GIA Diamond Training Pro- 
gram has had a material effect 
on this trend. Some of the firms 








that have profited most and have 
been most responsible for this 
trend have utilized GIA-recom- 
mended methods and GIA- 
trained salesmen. A number of 
jewelers have told instructors 
that they would have been out of 
business without the new ap- 
proach and improved effective- 
ness gained. 


Is there any danger that one 
might become so fascinated with 
diamonds, stones and pearls that 
he would become more of a hob- 
byist than a businessman? 


An occasional graduate is crit- 
icized by others in the business 
for making his gem interests a 
semi-hobby—in some cases to a 
degree that his critics regard as 
detrimental to his business. 
However, one man who comes to 
mind as one who has made the 
greatest hobby of his work has 
caused a small family business 
to grow enormously as his repu- 
tation as a gem expert spread. 
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combination of 
Black & White 


Baroque 


How is GIA financed? 


GIA is financed largely by tul- 
tion income, with gem instru- 
ment sales a secondary source of 
revenue. Income from the sale 
of publications, from gem identi- 
fication and grading services, and 
from membership dues is very 
small in comparison. 


Is GIA income at present suffi- 
cient to develop the programs it 
considers desirable? 


The Institute’s volume at the 
present time, while substantial 
in relation to the past, is insuf- 
ficient to consider some of the 
research programs that the staff 
would like to undertake. At pres- 
ent, it is necessary for research 
funds to be devoted almost ex- 
clusively to essential test devel- 
opments brought on by the needs 
of the moment rather than to 
undertake basic research which 
for the future seems not only de- 
sirable but essential. Zeae 





BETWEEN 


“A DIAMOND 
DEPARTMENT STORE 


TWO COVERS!” 


That's how one jeweler described 


baroque cultured 
pearls with six diamonds 
and double pearl clasp. 


A French processed 
chemically treated fine black 
cultured pear! necklace that PY.) 
will not fade or discolor! , P 
Assembled with white cultured pearls Je (» 
for a smartly styled sales leader. 
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inventory. 


Over 1,000 beautiful 


The VICTOR 





VICTOR Corporation's new dia- 
mond catalog for 1961. 


Ideal for over-the-counter Sales 
and convenient reference for re- 
ordering the “holes” 


Featuring diamond-lock sets, solitaires, total weights, fancy- 
shape diamonds, wedding rings, dinner rings, clusters, pear! 
rings, linde stars, pendants, diamond watches and mountings. 


keystone for your easy and profitable selling. Let this catalog 
be part of your inventory and serve as your extra salesman 


In sparkling color... 


CIONI-NER TD 


in your ee VICTOR Corperstt 


settings illustrated and priced in triple 


it's FREE! 
Cincinnati, Ohio 


it's complete ... 


Corporation 





E the VICTOR Corporation 


205 E. Sixth Street 
Cincinnati 2, Ohio 


{ Name 


“REE cAaTALOG Orr ey: 


j Gentlemen: Please send me your 
FREE color catalog for 1961. Thank you. 
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strengthens your connections 


Multi-Size via push-pin! That’s the 
long and short of J-B’s telescopic band. 
Fast and easy, too! No special tools. 


The world’s tiniest push-pin—a J-B 
exclusive—gives you the only adjust- 


able telescopic band that retains its 
strength in the long stretch of consumer 
use despite repeated resizing. It costs 
us more; but it’s worth it. It’s made 


many friends for us...and for you. 


That’s the size of it: you should always 
have the right connections. A broken 
band can be a tough break in your cus- 
tomer relations. This is where our in- 
renlious engineers come in. Their job is 
to help you strengthen your connec- 
tions with more and more customers. 
Through observation, experimentation, 
inspiration, and perspiration they ’ve 
come up with such famous firsts as End- 
O-Matie Ends, Multi-Width Ends, 


Multi-Size, and the waterproof band... 


[t’s not always easy for us to make life 
easier for you. But we keep trying— 
and succeeding. And that’s why, the 
world over, J-B means Jeweler’s Best 
in watch bands. J-B, Jeweler’s Best... 
if you get the connection. 


Jacoby-Bender, Inc. 


Woodside 77, New York 








TAKE A REALLY CLOSE LOOK and consider a question that only you can answer. 
Are you preparing for and insuring your future on a sound professional basis? 
Or are you one of those too busy trying to meet today’s problems with yesterday's 
methods to give much thought to the future? 

Don’t lag behind alert or aggressive competition when it is so easy to change 
the picture. In less than six months and without any interruption of your business 
activities, you can erase this handicap and surge ahead — a recognized professional 
diamond man fully trained in new effective methods of diamond buying, grading 
and appraising —a man who can stimulate greater interest in diamonds, close 
larger sales and render up-to-date GEMOLOGICAL INSTITUTE 
professional service. Send coupon for OF AMERICA 


free illustrated outline — no obligation. L2D OS GAN VIRNNES SOT ETARS 
. LOS ANGELES 48. CALIFORNIA 


PLEASE SEND GIA COURSE DETAILS PLUS A FREE FULL-COLOR PLATE OF OVER 25 GEMS. 


NAME 
ADDRESS 
CITY ZONE STATE 


GEMOLOGICAL INSTITUTE OF AMERICA / 11940 SAN VICENTE BOULEVARD / LOS ANGELES 





Model! No. 1500 
No. 1501 











Presenting a new series of lightweight ear wires 
at moderate prices... yet maintaining Cobb’s 
quality standard. These distinctively different ear 
wires, of single-unit, solderless base construction, 
permit high speed assembly of finished ear rings 


No. 1502 


by inexperience personnel or with electric 
soldering machines. Cobb’s new, gold ear wire 
series features full sized ear pads and thumb 
pieces, heavy-bodied, full-threaded screws and 
Cobb’s distinctive high gloss finish. In 14K and 10K 
yellow or white, sold through jobbers everywhere. 


No. 1503 Vv VA — 2 . . | 3 | Company 


850 WELLINGTON AVENUE, CRANSTON 10, R.I. 
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RJA HAS CANCELLED PLANS FOR A CHICAGO SHOW THIS YEAR. The Trade Shows Committee 
dropped the Mid-West convention after careful analysis of the facts. 


LACK OF EXHIBITOR ENTHUSIASM was the main reason given for decision to 
cancel. Other difficulties: conflict of dates, manpower problems, and "a 
general feeling in many quarters that RJA should take a year to reassess 
its policy with respect to regional trade shows." 


WILL CHICAGO SHOWS BE RESUMED IN ‘62 OR ‘63? The committee has not decided. 
Plans for the future are “under advisement." 








RJA IS GETTING READY TO REDUCE THE NUMBER OF ITS DIRECTORS. This August, only six 
of the eight offices which come up for election will be filled. In 1962, 
and again in 1963, six directors will be chosen, instead of eight. Thus, 
by 19635, the board will be 18, instead of an unwieldy 24. Besides bettering 
efficiency, the cut-down will save travel money. 


"A" AND "B" CLASSIFICATIONS FOR DIRECTORS are abolished, according to a 
decision of the membership announced last month. Till now, under the merger 
of ANRJA (mostly "cash" jewelers) and NJA (installment credit jewelers), 
exactly half of the directors had to be chosen from each type of operation. 


"ENDING THE CLASSIFICATIONS IS GOOD NEWS," said Maurice Adelsheim, Jr., 
RJA president. "It proves that we are no longer fearful of ourselves; we 
are working together to safeguard the future of the jewelry industry 
against other forms of competition." 








ACTION TO “PROVIDE SMALL BUSINESS WITH A COMPETITIVE ENVIRONMENT," was called for 
in a report from the House Small Business Committee on retail trade. The 
report warns of the trend to chain store domination in many areas of re- 
tailing, suggests aid to small business through tax reforms, direct finan- 
cial aid and stepped up anti-trust policing by federal reguiatory agencies. 


SMALL BUSINESS ADMINISTRATION POLICIES WERE BRANDED as “unduly strict" and 
"a detriment" to the federal small business loan program, in another re- 
port by the Democratic majority members of the committee. Democrats charged 
that SBA approved only 47 per cent of loan applications in the last fiscal 
year. 





PAINT CONTAINING RADIOACTIVE TRITIUM CAN BE USED ON LUMINOUS WATCH and clock dials 
if new Atomic Energy Commission rules are met. Regulations call for an AEC 
license to manufacture or use the paint. License will be issued if paint 
Satisfies AEC's requirement limiting tritium content and passes chip and 
flake tests. Rules apply to both domestic and foreign made watches. 


ELECTRIC CIGARETTE LIGHTERS ARE EXEMPT FROM U. S. EXCISE TAX on lighters, the In- 
ternal Revenue Service has ruled. The tax applies only to mechanical-type 
lighters, not to those which plug into an electrical wall outlet. 


RETAIL JEWELRY STORE SALES IN NOVEMBER WERE 8 PER CENT BELOW sales in November 
1959, 15 per cent better than in October, 1960, according to U. S. Depart- 
ment of Commerce data which is not adjusted for seasonal variations. 


CONTINUED DEMAND FOR SILVER COULD LEAD TO A SHORTAGE, a leading London bullion 
concern has predicted. The annual circular of Mocatta & Goldsmid, bullion 
dealers, suggested the U. S. Treasury stop selling silver to American 
industry. Treasury stocks have fallen to a three-year Supply, it said. 


HOW COMPANIES ARE DOING--Eligin National Watch Co. had net profits of $717,025 on 
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FOR THE JEWELER OF THE HOUR... 


- Mok Ua tale mmal—\Mleote] slot-jo) alah. 4-hdoial—el-7-ilela 


A SELF-WINDING WATCH THAT'S ULTRA-THIN! 


P Zodiac 


@ 


Every jeweler must keep abreast of 
the time in order to cash in on con- 
sumer,demands! If you’re a progres- 
sive dealer, you should know all 
about the watch of the future today 
—the Olympos! It's as new as the 
of: (ole: (o | -- C- Mug] ole] ae- lal @r-tm celer- Wa 
al=))) (ea: C= > oni dLale ME: t-Om colaslelage) yh 
And this new watchmaking triumph— 
IL ¢- mer UL M10] ol 14 0] ae (-1-J1 Lal -10 MP AolelT- lo 
timepieces for men and women-—is 
eldlot-br- tale bs ol deh diam olde)d-1ond-te A Goto) le 
only through exclusively franchised 
jewelers) 


The ZODIAC OLYMPOS 


Years ahead in engineering and styl- 
Tale Fame Calta) dal dlale ih amar: lalel-celasl-mmv7- hols 
features a self-orbiting dial... the 
dial itself revolves to the exact hour 
with incredible accuracy. Slim, trim, 
with 17-jewel self-winding, water- 
proof,” shock-proof movement and 
Tiicidistl-mUlalelact-Ue-leli- mast: Ulal-) oldlale Mr lale 
balance staff. In stainless steel with 
Walle |0- maar: tcolaliale m=) 4er-Uar-ilelammele-Cot-11-3' 
or gold-filled top and stainless steel 
back. 











®So long as crystal and crown 
ore intact, case unopened 


For exclusive franchise information and new catalog, write 


ZODIAC WATCH COMPANY 
15 West 44th Street, New York 36, New York 


An Official Watch of the Swiss Federal Railways 
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Sales of $26,526,000 for the 40-week period ended Dec. 4, compared with 
profits of $188,030 for the corresponding period of 1959 . .. Zale Jewelry 
Co. had record sales of $45.8 million for the nine months ended Dec. 31, up 
from $43.7 million the previous year. Net earnings declined about a quarter 
of a million dollars to $2,386,000, primarily because of the addition of 

34 new stores during the period, the company said .. . Hamilton Watch Co. 
reported earnings of $832,900 on sales of $29.5 million for the nine months 
ended Oct. 31 .. . Ronson Corp. declared a 2 per cent stock dividend pay- 
able Feb. 15 in addition to its regular quarterly dividend of 15¢ per share. 


RUSSIANS CLAIM ANOTHER RICH DIAMOND FIELD, discovered near the Arctic Circle. The 
Soviets called the new field "“incomparably richer" than the Peace Pipe area 
of Siberia, discovered in 1954, which they previously claimed was itself 
fully comparable to South African diamond areas. 


INDUSTRIAL DIAMOND PRODUCTION IN THE CONGO began getting under way again in late 
December. Tribal fighting had halted mining efforts in diamond rich Kasai 
province since August. A goal of 12 million carats has been set for 1961, 
far below the 18 million carat rate achieved in the first half of 1960. 


A RISING DEMAND FOR MANY GOLD JEWELRY ITEMS stems from young girls, jewelers say. 
New York's Tiffany & Co. reports a brisk turnover in gold pins, pendants 
for 10= to 14-year-old girls, who prefer "one nice piece of jewelry to all 
the beads in the world." 


ELGIN NATIONAL WATCH CO. FURLOUGHED 800 WORKERS Jan. 350 in the component parts 
departments of the watch division. Elgin said it took the action to bring 
inventories and prodtaction rates in line with business conditions. The 
furloughs were expected to last four or five weeks. 


WASHINGTON ROUNDUP--AS a new administration and Congress started to work, these 
were some of the developments in the nation's capital: Business groups 
readying annual pleas to Congress pushed liberalized depreciation allowances 
as a cure for varied economic illS; a private tax research organization 
reports many businesses would be willing to forego some tax benefits for 
faster write-offs .. .<A quality stabilization bill has been introduced 
in Congress which would permit manufacturers either to stabilize prices 
"as means of restoring and improving quality, or to rely primarily on price 
alone to attract customers;" bill's Sponsor insists it is not a fair trade 
proposal . . . Census Bureau reports the average annual income for America's 
families rose to a median of $5,400 in 1959. 


WATCH AND JEWELRY SALES WILL BE STIMULATED in 1961 by a heavy consumer demand for 
high quality goods, Harry B. Henshel, Bulova Watch Co. president, pre- 
dicted in a year-end statement. Henshel said the fall Season was marked 
by the most significant step-up in demand for jeweled-lever watches since 
1954. 


A DENVER JEWELRY FIRM REPORTS DIFFICULTY in obtaining larger high-quality stones 
from New York diamond cutters, says dealers are selling instead to higher 
bidders in Europe. 


JAPANESE WATCH PRODUCTION IS ESTIMATED AT MORE THAN SEVEN MILLION UNITS in 1960, 
according to the Japan Watchmakers Association. Production in 1959 was 5.4 
million. Increase is traced to strong domestic demand and sizable overseas 
orders. 


ALL DIAMONDS PRODUCED IN GHANA WILL NOW BE SOLD through the government's diamond 
market, established the first of this year. Previously mining companies 
could export Ghana diamonds for sale in other markets. 


FRANCE ANNOUNCED THAT ALL IMPORT QUOTAS ON WATCHES and other manufactured goods 
would be abolished no later than this summer. 
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For the Quality Conscious 


WORLD’S LARGEST MANUFACTURER OF TRANSISTORS 


Presents A New Creative Achievement 
That Will Expand Your Sales Horizons 








9 TRANSISTOR RADIO 
WITH MICROPHONE 


elt Receives elt Broadcasts 


This revolutionary new model 9TM-40, has a triple barrelled sales appeal. It is a 
powerful radio with complete AM reception... it is a public address system 

it is a home sentinel that stands guard in cases of emergency. Operates on self- 
contained batteries or AC house current with special converter that fits into space 


occupied by the batteries. 


The unusual quality features of this versatile transistor radio includes an extra stage 
of tuned RF in front of a highly sensitive 9 transistor, 1 diode superheterodyne circuit 
3” P.M. speaker, push-button night dial light, functional 3 position handle. Smartly 
styled in Gray with White or Black with Gray. Size 6” x 342” x 194” 


Complete with 4-Penlite Batteries, 5 95 


Earphone, Microphone, Leather Case. List 


AC’ Converter 


ATTACHES TO CRIB 
AND SERVES AS 
BABY TENDER 
Attached to the 
side of the crib it 
serves as acon 
stant guard in the 

nursery 





For Complete Information and the Name of Your Nearest Toshiba Distributor, Write to Dept. K2 


- Exclusive U.S. Representative for Toshiba Brand Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N. Y. 
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No. 4083, Battery, $50 
41¥e"x11l hr" 


No. 4082, Battery, $35; 
No. 4190, 8-Day, $30 
2842''x12" 








No. 4180, 
Battery, $40 
30x15" 


No. 4182, 


Battery, 
$24.95 
20” dia. 


No. 4187 


/ 8-Day, $19. Hf 








No. 4181, 
Battery, $40; 
No. 4189, 

8- Day, $35 
18” dia. 


NOW YOU CAN PLEASE 
ALL OF THE PEOPLE 
ALL OF THE TIME!!!1! 


NEW FOR ’61! 


We've ae) | you covered! Now you 
can offer your customers the 
widest choice possible in the field 
—over 30 elegant creations in all 
style categories — Early Ameri 
can, Traditional, Danish Modern 
and Contemporary — either with 
battery-powered or 8-day guar- 
anteed, jeweled movements. 
Whatever she can afford to spend 
—as little as $19.95 or as much as 
$110.—she'll find. just what she 
had in mind, in a Syroco clock 
All in all — this is merchandise 
you can move... ata full mark-up 
every time! | 
permanent showrooms 
CHICAGO: Space ar ~~ handise | 
NEW. YORK: 225 Fift “eH : 
LOS ANGELES: 1011 % 
DALLAS: 1036 [ Va las Trade | Mi 
HIGH POINT: 251 Southern Furni 
Exposition "4 Tei 


SEATTLE: PNW Mart. 121 Boren N 


WRITE FOR 1961 CATALOG 


wa in imum initial order new 
100. Des by.Harry Layvlor 
Sugg. etaal. slightly, hehe 


America's Foremost Manufacturer of 


Decorative V: Wal of ct 3-16) a As Since T1890 


SYRACUSE ORNAMENTAL Co., INC. 
DepT.J21 +* SYRACUSE 2, N. Y. 


No. 4185, 
e mations, $40; 
No. 4188, 


8. Day, $38 
30’’x 











No. 4186, 
Battery, $40 
2942"'x8"’ 
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Jewelry leaders hear World’s Fair plan; 
will decide on participation by March 1 


A plan for a jewelry industry 
exhibit at the New York World’s 
Fair in 1964-65—involving an in- 
vestment of at least $900,000—was 
outlined for industry leaders last 
month. 

The proposed project was _ ex- 
plained to trade leaders and com- 
pany representatives at a meeting 
called by the Jewelry Industry 
Council Jan. 13 in New York. 

It drew quick support from the 
Retail Jewelers of America, whose 
directors, on the following day, 
voted to make a substantial finan- 
cial contribution for the next five 
years towards the exhibit’s costs. 
The RJA agreed to give its fullest 
cooperation. 

The American Watchmakers In- 
stitute also pledged to contribute 
an amount for each of its members 
from now through 1965. 

Other organizations and com- 
panies indicated they would decide 
by March 1 if they would partici- 
pate in the Fair exhibit. 

The possible nature of the in- 
dustry’s display was described at 
the JIC meeting in a report by 
Morton R. Sarett. 

The report was the result of an 
exploratory survey which Sarett 
conducted for the JIC, seeking defi- 
nite ideas for an industry-wide 
exhibit and a budget covering esti- 
mated costs. 

The consensus of those surveyed, 
Sarett said, favored a “federation” 
of separate exhibits by respective 
segments of the trade—linked to- 
gether with an overall jewelry 
theme. 

He offered four examples of a 
building which could house an ex- 
hibit of this type: 

l. An exhibit hall scheme—a 
large hall for individual exhibits 
by segments of the trade and a 
smaller exhibit hall for industry- 
wide ventures such as_ fashion 
shows. 
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Exhibit Hall scheme 


2. A court scheme — individual 
buildings with exhibits of respec- 
tive trade segments. 

o. A mall scheme — individual 
buildings integrated into a “‘mod- 
ern, spacious panorama.”’ 

4. A rotunda scheme—individual 
buildings converging into a central 
hall or garden. 


Other Ideas Offered 


Some ideas which Sarett’s report 


suggested could be incorporated 
into the overall exhibit include: 

@ A luxurious, glittering “jewel” 
building made of plexiglass models 
of precious stones could house a 
show for women on how to select 
and wear jewelry. 

@ Dramatizations of jewelry, 
watches, silverware and other in- 
dustry products could show these 
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Court scheme 


items in use. 

@ Live and filmed fashion shows 
could spotlight “The Jewelry Look”’ 
in every aspect of life. 

@ Demonstrations by jewelry 
craftsmen could portray their roles 
in defense, space exploration, mis- 
sile manufacture and national se- 
curity. 

@ An outdoor garden could fea- 
ture a “Fountain of Jewels.” 

@ A modern diamond mine could 
be simulated. 

e@ A Jewelers’ Club and lounge 
could provide a place where quali- 
fied members of the trade could en- 
tertain friends and guests. 

e@ A top quality restaurant could 
feature live models displaying 
jewels and jewelry, could use fine 
china, silver, glassware and linens 
and be known as “Jewel of the 
Fair.” 

Sarett estimated that the mini- 
mum cost of a jewelry exhibit at 
the World’s Fair would be $903,000, 
based on the use of 12,500 square 
feet of land. 

Major items in this budget in- 
clude: construction and landscap- 
ing, $387,500; maintenance and op- 
eration, $130,800; rental of land, 
$100,000; and coordination, promo- 
tion and publicity from now 
through 1965, $250,000. 

If a larger exhibit were planned, 
he estimated it would cost $1,025,- 
000 for a 15,000 square foot area 
or $1,450,000 for a 25,000 square 
foot area. 

The budget was broken down into 
vearly budgets covering 196] 
through 1965, so that participants 
might begin this year to plan their 
proportionate amounts. 

The World’s Fair, Sarett said, is 
“the opportunity that comes once in 
a lifetime for a springboard for a 
continuous flow of publicity about 
the industry and its many and va- 
rious products, not only during the 
two years of the Fair but also in 
the three years just ahead.” 

The report suggested that the 
overall theme of the jewelry exhibit 
might be tailored to the “idea of 
progress—of moving forward in 
keeping with the times—of being 
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Mall scheme 


a living, growing industry.” 

This, Sarett pointed out, would 
be in keeping with the theme of the 
Fair itself, ““Man’s Achievements in 
an Expanding Universe.” 

The planners of the jewelry dis- 
play “can consider the exhibit as 
an extraordinary opportunity to 
tell all America that the jewelry 
industry is a _ progressive one, 
meeting today’s needs and tomor- 
row’s challenges. 

“We can tell people that we are 
an essential industry that we 
are a basic industry, not frills and 
gadgets, that we cater to life’s 
most memorable functions and oc- 
casions. 

“This industry can ill afford to 
take a back seat to the industries 
against which it competes harder 
and harder for the consumer dollar 
—and many of those industries will 
be represented at the Fair. 

“Once we agree on what we are 
going to say to the millions who 
come to this World’s Fair and the 
many millions more who will read 
about it and hear about it during 
the next five years, we must find 
the most effective way of saying it. 

“We must translate our message 
to these many millions through the 
combined creative skills of archi- 
tecture, design and display with a 
good deal of showmanship thrown 
in. What we will then have will be 
a showplace of the drama, beauty 
and excitement of jewelry, an im- 
age that will remain for years and 
vears to come.” 

Sarett advised those consider- 
ing participation in the industry 
exhibit to measure the benefit to 
themselves by more than the 
conventional yardstick used _ to 
evaluate normal advertising. 

By advertising standards alone, 
however, the cost per person 
reached would be small and the 
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Rotunda scheme 


value of the exposure great, Sarett 
said, in view of the estimated 
70 million who will attend the fair. 

He noted that participants in 
the exhibit can begin at once to 
publicize and promote their par- 
ticipation. 

Sarett said the estimated cost 
of $900,000 could be divided in 
several ways. If divided among 30 
participants, the cost would be 
$30,000 each, or $6000 per year. 
Another method would be to divide 
the total among six broad product 
groups. Each would have its own 
building area and be responsible 
for its share of $150,000. 

Costs of the exhibit might 
be reduced, Sarett suggested, 
through: industry-wide contribu- 
tions; and establishment of a 
jewelers’ club and lounge, a res- 
taurant and other facilities. 


New outlets, prestige 
as Croton takes over 


Croton Watch Co. last month 
took over U. S. distribution of the 
Eterna Watch Company of Amer- 
ica, With a plan to strengthen and 
support existing Eterna franchises 
and to establish new fine store 
outlets in cities and localities where 
no Eterna agents are now present. 

“There’s great satisfaction in 
handling such a superior product, 
and our responsibility is clear,” 
said Harold I. Horton, Croton vice 
president. “Through prestige ad- 
vertising, selective distribution, 
sophisticated promotion and a 
strong consistent policy, we will 
bring it to the attention of the 
ever-growing fine watch market. 

“Eterna’s current line is highly 
competitive with the leading brands 
of fine watches in the U. S. How- 


Following Sarett’s report the 
group at the New York meeting 
unanimously recommended: that 
an organization committee be set 
up; that this committee should 
seek to enlist participation in and 
financial support for the project; 
and that the committee should 
decide by March 1 whether or not 
there would be an industry-wide 
jewelry exhibit at the Fair. 

Sarett will work with the com- 
mittee and the JIC. 

Oscar Kind, Jr. of 5S. 
Sons, Philadelphia, was 
chairman of the committee. 

Others appointed were: Maur- 
ice Adelsheim, Jr., president, RJA; 
John F. Ambrose, Sterling Sil- 
versmiths Guild of America; F. 
Remington Ballou, B. A. Ballou 
& Co.; William J. Carey, Doulton 
& Co.; Stanley E. Church, Church 
& Co.: Gordon Howard, Elgin Na- 
tional Watch Co.; Leo L. Kaplan, 
Lazare Kaplan & Sons. 

Also Louis F. Krussman, Trif- 
ari, Krussman & Fishel, Inc.; 
Simon Lieberman, Cultural Pear! 
Association of America; Henry 
O. Ruhl, E. G. Hoover Co.; Edson 
W. Sawyer, Manufacturing Jew- 
elers and Silversmiths of America; 
Carl Sedan, American Watchmak- 
ers Institute; M. W. Townsend, 
Handy & Harman; and Paul A. 
Tschudin, Watchmakers of Switz- 
erland. 


advertising planned 
Eterna distribution 


ever, instead of standing pat, we 
plan to re-design the line so that 
it will be even better suited to the 
needs and tastes of American men 
and women.” 

Through the Croton staff, Eterna 
will gain a much larger sales or- 
ganization than it has had in the 
past. As to distribution, Horton 
said, “we will first protect and 
strengthen existing Eterna fran- 
chises, and then present the line to 
stores which require a fine watch 
which may be sold with confidence. 
Confidence is the key word because 
the Eterna watch, manufactured 
by the finest precision machinery, 
is entirely trouble-free and is made 
to keep accurate time for many, 
many years... 

“We expect, and will see to it, 


Kind & 
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that this line reaches its rightful 
position — that of a top-ranking 
quality watch in the United States.” 

Consumer advertising will stress 
precision and _ styling with the 
theme, “For People Ahead of Their 
Time.” Four waterproof, automatic 
models retailing at $100 to $135 
will be featured. 

Eterna, founded in 1856, is dis- 
tributed in 132 nations. A dozen 
years ago, it developed the “Eterna. 
matic,” a self-winding watch with 
ball-bearing-mounted winder which 
has been applied to even the small- 
est ladies’ models. 

Harold I. Horton is one of the 
few American graduates of a Swiss 
watchmaking school. Upon gradua- 
tion from the Ecole d’horlogerie 
de Neuchatel in 1927, he attended 
evening classes in business at 
Columbia University while repair- 
ing watches—at Croton—during 
the day. 

At the age of 21, he decided that 
he preferred selling to benchwork 
—so he began touring the country, 
calling on large retail and whole- 
sale jewelers. Selling in those De- 
pression years was hard. But he 
exceeded his quotas. 

Since that time, Harold Horton 
has served Croton as buyer, sales 
manager and administrator. He 
flies to Switzerland several times 
a year in search of new designs 
and merchandising approaches. 

“Croton with its understanding 
of the American watch scene, join- 
ed now with Eterna’s quality-pre- 
cision line of timepieces, adds up 
to a winning combination,”’ Horton 
said, in announcing the Eterna 
arrangement. 
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Swiss watch component manufacturer 
develops new regulator for jeweled-levers 


Universal Escapement, Ltd., last 
month introduced a jeweled-lever 
watch component which the firm 
says will “make the average watch 
perform with an unbelievable de- 
gree of accuracy.” 

The Swiss firm says its new 
“Triostat” will have a_ greater 
impact on the watch industry than 
its “Ineabloc’’ watch shock ab- 
sorber. 

The device is designed to re- 
place standard-type regulators, 
recognizable by their tail-like in- 
dicators. “Triostat” is character- 
ized by a tiny slotted revolving 
wheel. 

Universal Escapement says the 
device allows extremely close time 
adjustments—within a_ tolerance 
of a few seconds a day—“more 
simply and accurately than ever 
before.’ Once the watch is regulat- 
ed, the “Triostat” holds its posi- 
tion indefinitely. And it has a cor- 
rection range of plus or minus 
four minutes a day. 

Philippe Braunschweig, UE’s 
vice president, told a gathering 
of some 300 members of the press 
and the trade last month, that 
the unit guarantees consumers an 
accuracy never before attainable 
in modern jeweled-lever watches. 
In addition, he said, the device 
lengthens a watch’s life-span and 
lowers its cost—both initially and 
in upkeep. 

(Jewelers’ Circular-Keystone Ho- 
rological Consultant Henry B. 
Fried is preparing a_ technical 


The “Triostat” component 
the size of a matchhead 


article on the function and ad- 
justment of “Triostat,” tentatively 
scheduled for the April issue of 
JC-K.) 


What it Does 

Here are the functions UE says 
the device performs: 

It controls the length of the 
hairspring to speed or slow the 
rate of oscillation. 

It controls the beat setting, 
permitting perfect setting to give 
an even amplitude. 

It controls the distance between 
the regulating pins to allow better 
position regulation. 

It releases the hairspring for 
easy repair through a _ specially 
designed release mechanism, which 
can be opened or closed without 
affecting regulation. 

All major Swiss watch manu- 
facturers are currently testing the 
device with a view to incorporating 
it into future production, Univer- 
sal Escapement says. It may be 
used on standard or electric 
watches, so long as the model has 
a balance wheel. 

Normally, the company says, 
watchmakers will find it unneces- 
sary to re-regulate the watch after 
normal servicing. If such regula- 
tion is necessary, it can be done 
in a matter of seconds. 

“Triostat” was designed as an 
answer to the difficulty of making 
small corrections of a few seconds 
a day to the rate of a watch. 

Here is how it is done: 

@ The whole “Triostat” unit is 
rotated to set the beat. 

@ Spring clearance is adjusted 
through movement of the small 
notched lever at top right in the 
accompanying photo. The larger 
lever (with a hole) to its right 
—the fly-back lever—locks the 
hairspring adjustment so it re- 
mains constant even after dis- 
assembly. 

@ The regulating star—the 
notched wheel at upper left—is 
rotated for very sensitive adjust- 
ments, precise to the second. 

The whole “Triostat” device is 
only about the size of a match- 
head. Universal Escapement says 


181 





The “Triostat” installed 
arrow indicates new device 


its use will allow further reduc- 
tion of watch thicknesses. 

No announcement has yet been 
made of the firms adopting the 
device for use in their watches. 
However, representatives from 
nearly all major watch companies 
were present last month when the 
device was introduced. 

Even though the device looks 
complicated, the company says, it 
is only complicated for its designer. 
When used by a manufacturer, its 
inclusion in the watch is very sim- 
ple, and adjustments during re- 
pair are easier than with the stand- 
ard regulating devices. 


March watch promotion 


readied by committee 


Plans for the Watch Inspection 
Month promotion in March have 
been finalized, according to Rich- 


ard A. Robbins, chairman of the 
WIM committee. 


Three of six new ad mats 
in time for Watch Inspection Month 
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The promotion is sponsored by 
the American Watchmakers Insti- 
tute, with the cooperation of the 
Jewelry Industry Council, the Re- 
tail Jewelers of America and the 
Watch Material Distributors Asso- 
ciation of America. 

Robbins said manufacturers, dis- 
tributors and jewelers who have 
national advertising campaigns 
have indicated they will devote 
some of their first quarter adver- 
tising and promotion budgets to 
the WIM campaign. 

A kit of publicity ideas will be 
in the mail this month to thousands 
of watchmakers and jewelers. 

In addition, the Watchmakers of 
Switzerland have made available 
six advertising mats for use by 
jewelers in advertising their ser- 
vice departments. 

The mats are in one and two 
column sizes, designed to draw at- 
tention to the need for periodic 
check-ups and to the jewelry store 
as watch service headquarters. 

Each ad emphasizes the profes- 
sional quality of the watchmaker. 
One is postcard size for use in di- 
rect mail pieces. It offers a free 
watch inspection as a traffic induce- 
ment. 

Retailers may order the set of 
mats without charge from the 
Watchmakers of Switzerland, c/o 
Suite 1105, 730 Fifth Ave., New 
York 19, N. Y. 

The WIM promotion was planned 
to stimulate watch service depart- 
ment business during the normally 
slack, late winter period. Another 
purpose is to expose potential cus- 
tomers to the desirability of pur- 
chasing a quality watch. 

The publicity kit suggests ways 
in which individual watchmakers 
and jewelers can capitalize on 
Watch Inspection Month and the 
national advertising with which it 
will be promoted. 


Data on Swiss electric 
now available to trade 


A program to familiarize watch- 
makers and future watchmakers 
with the Swiss electric watch was 
launched this month by the Watch- 
makers of Switzerland. 

A new 12-page technical bulletin 
on the Swiss electric will be avail- 
able Feb. 15 on request to the or- 
ganization’s office in New York. 


Technical bulletin, slide kit 
the Swiss electric explained 


Also available is a slide kit con- 
taining 15 color slides and an ac- 
companying script, which comprise 
a basic course on the electric watch. 
The kit will be supplied to watch- 
maker groups on a loan basis for 
use in association meetings or other 
technical sessions. 

The kit offers general informa- 
tion on the principles of battery- 
run watches. Its purpose, the 
Watchmakers’ announcement said, 
is to show that the electric time- 
keeping field, although new, is not 
difficult. Watchmakers will find it 
necessary to learn about it, how- 
ever, before servicing these types of 
watches, the announcement added. 

Requests for the bulletin or the 
slide kit should go to The Watch- 
makers of Switzerland, c/o Suite 
1105, 730 Fifth Ave., New York 
9, N. YX. 

Another aspect of the Swiss elec- 
tric information program will be 
initiated in late February by Jean 
P. Savary, technical director fo1 
the organization. 

Savary will tour the western 
U. S. and Canada to begin setting 
up regional “instruction centers.”’ 
He will talk to jeweler-watchmaker 
groups and visit major horological 
schools in the area. 

Savary will assist the schools 
in planning the establishment of 
courses on the electric watch. 

To set up such courses the Watch- 
makers of Switzerland plan to pro- 
vide complete material and infor- 
mation, including a book on the 
electric watch and a special kit for 
school use. 

The kit will include: a produc- 
tion model of the Swiss electric; a 
movement holder; a separate spe- 
cial holder containing a watch bat- 
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tery for study of the watch while 
out of the case; an instrument to 
check battery voltage, current con- 
sumption by the movement and cir- 
cuit resistance; and newly-devel- 
oped tools for use in servicing the 
electric watch. 


Helbros Watch Co. 
bought by executives 


Four executives of the Helbros 
Watch Co., Inc., have purchased the 
50-year-old New York firm from 
Pear! C. Helbein. 

Mrs. Helbein has been president 
of the company since the death last 
year of her husband, William. 

The new ownership and the posi- 
tions to which they have been 
elected for 1961 are: Jack Dia- 
mond, president; Larry Prigozen, 
executive vice-president; Nat Pri- 
gozen, vice-president and 
tary; and Carl Avner, vice-presi- 
dent and treasurer. 

3en Leffert was also named a 
vice-president of the firm. 

Larry Prigozen, who heads the 
sales, marketing and advertising 
activities of the company, said the 
sales effort will be directed toward 
expansion of present channels of 


secre- 


k@\ 


Diamond 


N. Prigozen Avner 


distribution, as well as exploitation 
of new areas. 

Prigozen said the 1961 program 
will feature new ideas in design, 
packaging and promotion. A great- 
ly expanded advertising program 
was to be detailed at Helbros’ an- 
nual sales convention in late Janu- 
ary. 
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Myron Everts named new JIC chairman, 
other officers are re-elected to posts 


Myron Everts, president of 
Arthur A. Everts Co. of Dallas, 
was unanimously elected chairman 
of the Jewelry Industry Council at 
the annual meeting of the JIC’s 
board of directors in New York 
Jan. 13. 

Everts is a past president of the 
American National Retail Jewelers 
Association, predecessor of the Re- 
tail Jewelers of America. He has 
long been active in the JIC and 
other industry organizations. He 
succeeds Oscar Kind, Jr., of 5S. 
Kind & Sons, Philadelphia, as 
chairman. 

The board also unanimously re- 
elected these officers: Walter L. 
Kahn of Kahn-Jacobson, New York, 
treasurer; William E. Smith of 
Irons & Russell, Providence, secre- 
tary; and Albert E. Haase, presi- 
dent. 

The board announced the election 
by mail ballot for two-year terms 
of the following board members: 

In the retail division: Myer E. 
sarr, Barr’s Jewelers & Silver- 
smiths, Philadelphia; Arthur F. 
Cooley, Arthur F. Cooley Jewelers, 
Inc., Springfield, Mass.; Myron 
Everts, Arthur A. Everts Co., Dal- 
las; Durward Howes III, B. D. 
Howes and Son, Los Angeles; 
Walter B. Jaccard, Jaccard Jewelry 
Corp., Kansas City, Mo.; Oscar 
Kind, Jr., S. Kind & Sons, Jewelers, 
Philadelphia; J. L. Ratner, Rogers 
& Co. of Columbus, Inc., Columbus, 
Ohio; Newton Rosenzweig, Rosen- 
zweig’s Jewelers, Phoenix, Ariz.; 
James M. Rudder, Claude 8S. Ben- 
nett, Inc., Atlanta, Ga.; and Her- 
bert Underwood, Underwood Jewel- 
ers Inc., Jacksonville, Fla. 

In the supplier division: F. Rem- 
ington Ballou, B. A. Ballou & Co., 
Inec., Providence; Howard Chilson, 
J. M. Fisher Co., Ine., Attleboro, 
Mass.; Stanley E. Church, Church 
and Co., Newark, N. J.; C. D. Ell- 
bogen, Stein & Ellbogen Co., Inc., 
Chicago; Jean R. Graef, Jean R. 
Graef, Inc., New York; Roger H. 
Hallowell, Reed & Barton, Taun- 
ton, Mass.; James H. Hetzel, Eisen- 
stadt Mfg. Co., St. Louis, Mo.; Leo 
L. Kaplan, Lazare Kaplan & Son, 
Inc., New York; Louis F. Kruss- 


Myron Everts 
elected JIC chairman 


man, Trifari, Krussman & Fishel, 
Inc., New York; and Leonard Shi- 
man, Shiman Mfg. Co.,  Ine., 
Newark, N. J. 


Niemeyer re-elected head 
of Vigilance Committee 


Gustav H. Niemeyer of Handy 
and Harman, New York, was 
elected to serve his 30th year as 
chairman of the Jewelers Vigilance 
Committee Jan. 13. 

The JVC’s other officers, Walter 
N. Kahn of Kahn-Jacobson, vice- 
chairman, and Leo L. Kaplan of 
Lazare Kaplan & Sons, treasurer, 
were also re-elected at the 48th an- 
nual meeting of the JVC at the 
Waldorf-Astoria Hotel. 

Niemeyer reviewed the JVC’s po- 
sition opposing the use of the 
terms “cultured” and “created” in 
referring to synthetic stones. He 
commended the Federal Trade 
Commission for halting the use of 
these terms to describe the stones 
produced by Carroll Chatham. 

This action, Niemeyer asserted, 
closed the door to the possible use 
of “a flood of nondescript terms” 
which might “confuse, mislead and 
even deceive the consumer.” 

“Important fundamental infor- 
mation” has also been furnished to 
the FTC, Niemeyer said, in regard 
to “Diamond-Ite,” the trade name 
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of a product which the JVC says is 
a white synthetic sapphire de- 
scribed as a “simulated diamond.” 

On a recent nationally televised 
show, he said, one of the prizes was 
described as a Diamond-Ite neck- 
lace with a retail price of $2950. 

Niemeyer read a letter from the 
FTC complimenting the JVC on its 
work and its assistance in securing 
enforcement of the Commission’s 
trade practice rules. 

The chairman also discussed JVC 
cases involving the use of mislead- 
ing terms to describe articles made 
of metal and false representations 
in catalogs. He asked jewelers to 
send catalogs containing question- 
able statements to the JVC. 

P. Irving Grinberg, executive 
vice-chairman of the JVC, said the 
proposed amendment to the Na- 
tional Stamping Law would be in- 
troduced again in the present ses- 
sion of Congress. 

The new bill will incorporate 
some suggestions made by govern- 
mental agencies in their reports on 
last year’s bill. 

Walter N. Kahn, chairman of the 
diamond committee, reported that 
research is being continued on the 
identification of “coated” diamonds 


by optical or physical test. 

Kahn urged that the JVC seek a 
law in New York State making it a 
criminal offense to sell diamonds 


artificially colored or tinted by 
coating or other means without dis- 
closing that treatment. 

Barnett Robinson, chairman of 
the precious stone committee, said 
the outcome of the Chatham case 
justified the effort and “consider- 
able” expense expended. 

Over 50 new case files have been 
opened since the JVC meeting in 


ONEIDA SILVERSMITHS HONOR 77 EMPLOYEES: 
P. T. Noyes, president of Oneida Ltd., was principal 
speaker at a dinner honoring 77 employees of the firm. 
Nine of the employees received gold watches or diamond 
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August, Aaron Lipper of Lipper, 
Shinn & Keeley, said in his report 
of counsel. Several prior matters 
are also still pending before the 
FTC, Lipper said. 

The JVC incurred a deficit of 
$11,000 during the past year, Leo 
L. Kaplan said in his treasurer’s 
report. The deficits over a number 
of years are rapidly causing the 
JVC’s reserve fund “to melt away,” 
Kaplan reported. He asked for the 
support of the industry for funds 
to “earry on.” 


Weeks elected to head 
Silver Users group 


Sinclair Weeks, former Secre- 
tary of Commerce, was elected 
president of the Silver Users Asso- 
ciation at its annual meeting in 
New York Jan. 13 at the Waldorf- 
Astoria Hotel. 

Weeks is now chairman of the 
board of Reed & Barton Silver- 
smiths. | 

Craig Munson, president of In- 
ternational Silver Co., was named 
chairman of the executive commit- 
tee of the association. 

The association’s advisory com- 
mittee heard the group’s legislative 
counsel, Radm. Donald J. Ramsey, 
USN-Ret., discuss the “Silver Situ- 
ation.” Legislation may be intro- 
duced in the present session of Con- 
gress to “free” the price of silver 
in the United States, Rear Admiral 
tamsey told the group. 

The aims of the Silver Users As- 
sociation, he said, include taking 
action to free silver “from govern- 
mental measures which retard its 
free flow in commerce. In other 
words, the Association is working 
for a free market for silver.” 





rings for 40 years of continuous service. 
tribute to 25 years of service were presented to 68 others. 
The dinner was held in the company’s administration 
building in Oneida, N. Y. 


Rear Admiral Ramsey criticized 
silver producing interests for seek- 
ing a higher price for silver. If 
the price goes high enough, he said, 
it would drive all of the silver coins 
of the world “into the melting 
pots.” The silver content would 
then be worth more than the face 
value of the coins. 

This would be the case with the 
silver dollar if the market price for 
silver exceeded $1.29 per ounce. 
The current market price is 91% 
cents an ounce. 

‘Repeal of the Silver Purchase 
Laws,” Rear Admiral Ramsey said, 
“will permit the operation of a free 
market. The Treasury would be out 
of the market. However as long as 
the Treasury must accept domestic 
silver it is only fair that it sells 
to industry.” 


Fashion week spurred 
Sales, report shows 


A group of stores surveyed on 
the results of National Jewelry 
Fashion Week reported an in- 
crease in sales averaging 15.18 
per cent. 

The survey was taken by the 
Fashion Coordination Institute, 
which sponsored the fashion week 
Oct. 3-8. 

Joseph H. Meyer, steering com- 
mittee chairman for the Institute, 
said the results have put the pro- 
motion on the Institute’s schedule 
permanently. 

“The challenge for next year is 
to encourage wider use of the pro- 
motion showcase by all types of 
stores,” Meyer said. 

The survey covered 50 selected 
stores, representing different areas 





Gold pins in 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 





j - snevi 
: , 
“—# 
‘ = 


W. WATERS SCHWAB HONORED: more than 240 
leaders of the jewelry industry attended this luncheon 
to pay tribute to W. Waters Schwab on the occasion of 


and a variety of outlets. 

Of the 64 per cent of the group 
which responded to the question- 
naire, 72 per cent reported sales 
increases over the same week in 
the previous year. 

Almost all of the stores report- 
ing sales gains used newspaper 
advertising geared to Jewelry 
Fashion Week. Necklace lengths 
and color were the fashion ideas 
most widely promoted. 

Most of the stores reporting 
suggested an earlier date, in mid- 
September, for the 1961 promotion. 


De Beers gives figures 
on 1960 diamond sales 


Sales of uncut gem diamonds, 
which in 1959 were higher than in 
any previous year, reached a new 
high in 1960. 

Figures released by De Beers 
Consolidated Mines, Ltd., disclosed 
that 1960 sales amounted to $177,- 
662,601. Sales in 1959 stood at 
$176,492,924, 

In contrast to gem diamond 
sales, industrial diamond sales 
dropped from $78,687,717 in 1959 
to $73,498,471 last year. De Beers 
reports that decrease in industrial 
sales was caused by reduced de- 
mand of U. S. industry, chief con- 
sumer of the world’s supply of in- 
dustrial diamonds. 

Total sales of gem and industria! 
diamonds in 1960 amounted to 
$251,161,072. Combined sales in the 
previous year were $255,180,641. 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 


be ke ke 


~ 


his retirement as president of J. R. Wood & Sons, Inc. 
Schwab is seated at the head table, eighth from the left. 
Others at the head table represent sponsoring groups. 


Retiring president of J.R. Wood & Sons 
is honored at luncheon by trade leaders 


W. Waters Schwab was honored 
Jan. 16 by the jewelry industry he 
has served for more than 40 years. 

More than 240 people attended 
a luncheon at the Sert Room in 
the Waldorf-Astoria Hotel in New 
York to pay tribute to him. 

The luncheon was arranged after 
Schwab announced he would retire 
Jan. 31 from J. R. Wood & Sons, 
Inc., the New York ring manufac- 
turing firm which he has headed 
since 1933. 

The gathering was sponsored by 
Schwab’s personal friends in the 
trade and the following organiza- 
tions: Jewelers Vigilance Commit- 
tee, Jewelers Board of Trade, 
Jewelers Security Alliance, Jew- 
elry Industry Council, Manufac- 
turing Jewelers and Silversmiths 
of America, Jewelry Crafts Asso- 
ciation, Associated Jewelers, Inc., 
Diamond Manufacturers and Im- 
porters Association of America, 
Retail Jewelers of America, Jew- 
elry Industry Tax Committee, 
American Gem Society, 24 Karat 
Club of New York and National 
Conference of Christians and 
Jews. 

Brief tributes citing Schwab’s 
contributions as a manufacturer, 
humanitarian and industry-minded 
citizen were paid by Gustav H. 
Niemeyer, chairman of the board 


of Handy and Harman; Dr. Everett 
R. Clinchey, president of World 
Tensions; Walter N. Kahn of Kahn- 
Jacobson, Inc.; and Cecil D. Kauf- 
man, president of Kay Jewelry 
Stores, Inc. 

Niemeyer presented Schwab with 
a 14 karat gold cigarette box, in- 
scribed with a message of the 
trade’s appreciation for Schwab’s 
many years of leadership. 

The guest of honor also received 
a leatherbound book bearing the 
signatures of those present. 

In accepting the gifts and trib- 
ute, Schwab was visibly moved by 
the occasion and the speakers’ ex- 
pressions. His acknowledgment was 
understandably brief. 


Gemex treasurer wins 
praise from directors 


Lillian Kalisky, newly - elected 
treasurer of Gemex Precision Met- 
als, Inc., has been honored by the 
board of directors for her work in 
handling the recent transfer of 
Gemex assets. Assets of Gemex 
Corp. were purchased by key em- 
ployees of the firm from Vanderbilt 
Tire & Rubber Corp. 

During the transfer of owner- 
ship Miss Kalisky coordinated the 
work of accountants and attorneys 
for the parties involved. 





Over 1500 attend 
24 K Club banquet 


Once again on the evening of 
Jan. 14 the grand ballroom of the 
Waldorf-Astoria Hotel was the 
glittering scene for the annua! ban- 
quet of the 24 Karat Club of New 
York. 

Over 1500 members and guests 
attended the club’s 59th annual 
banquet. 

Prime filet mignon was the star 
of the six-course dinner. Three 
different wines amiably accom- 
panied the fish, meat and dessert 
courses, to add to the gourmet 
treat. 

This year the club’s gift to each 
person attending the banquet was 
a salad set by Towle Mfg. Co., 
which included a mixing bowl, four 
serving dishes and serving fork 
and spoon. 

A brief welcoming talk by Bar- 
nett Robinson, president of the 
club, preceded the dinner. Marion 
Carter was mistress of ceremonies 
for the entertainment afterward, 
which featured a number of stars 
from all entertainment media. 

The heads of other trade asso- 
ciations who were guests of honor 
included: Raymond R. Sturdy, 
president of the Jewelers Board of 
Trade; Walter E. Mutz, president 
of the Boston Jewelers Club; Den- 
ham C. Lunt, Jr., president of the 
Sterling Silversmiths Guild of 
America; Oscar Kind, Jr., chair- 
man of the Jewelry Industry Coun- 
cil; Maurice Adelsheim, Jr., presi- 
dent of the Retail Jewelers of 


(Please turn to page 188) 


Towle Mfg. Co. salad set 
24 Karat Club gift 


‘ Waldorf-Astoria IS sparkling site 
of annual 24-Karat Club dinner 
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Chicago Jewelers Association > 


hosts 87th anniversary banquet 














Annual CJA celebration 
attended by nearly 1000 


Government and military officials 
and the presiding officers of lead- 
ing trade associations were among 
the 981 guests at the Chicago 
Jewelers Association’s annual ban- 
quet Jan. 7. 

The banquet at the Conrad Hil- 
ton Hotel marked the 87th anni- 
versary of the CJA, the oldest 
jewelry association in America and 
the first trade association in Chi- 
cago. 

Albert H. Greene, in his presi- 
dent’s message, pointed out that, 
“in time of stress our industry has 
always worked in close cooperation 
with the scientists in our govern- 
ment.”’ 

Greene pledged that the associa- 
tion “will do what is in its power 
to support America and to help our 
country guide the world towards a 
lasting peace, with freedom for all 
mankind.” 

The souvenir gift to each person 
at the banquet, an annual highlight 
of the dinner, this year was a 
Minolta 16 miniature camera. 

The dinner featured a main 
course of baron de boeuf a la 
Bordelaise. Entertainment after 
the meal included night club and 
television comedians, dancers, sing- 
ers and musicians. 

Among the guests at the head 
table were: Otto Kerner, Governor- 
elect of Illinois; Mayor Richard J. 
Daley of Chicago; Daniel P. Ward, 
State’s Attorney for Illinois; 
Radm. Arnold W. McKechnie, Chief 

(Please turn to page 188) 


Minitola 16 camera 


souvenir at Chicago 








24 KARAT (cont'd from page 186) 
America; Gustav H. Niemeyer, 
chairman of the Jewelers Vigilance 
Committee; William J. Chapman, 
president of the Canadian Jewellers 
Association; Melvin 8S. Cohen, 
president of the National Whole- 
sale Jewelers Association; Albert 
H. Greene, president of the Chi- 
cago Jewelers Association; and Ed- 
son W. Sawyer, president of the 
manufacturing Jewelers and Sil- 
versmiths of America. 

Norman M. Morris 
man of the banquet committee and 
Jean R. Graef headed the reception 
committee. Gustav H. Niemever 
was honorary chairman of the ban- 


was chalr- 


quet committee. 


CHICAGO (cont'd from LS7 ) 
of Naval Air 
and the commanding officers of four 
military facilities in Illinois. 

The heads of other jewelry or- 
who were among the 
guests of honor Maurice 
Adelsheim, Jr., president of the Re- 
tail Jewelers of America; William 
J. Chapman, president of the Cana- 
dian Jewellers Association; Melvin 
S. Cohen, president of the National 
Wholesale 
Walter E. 
Boston Jewelers Club: 


page 


Reserve Training; 


ganizations 
were: 


Jewelers Association; 
Mutz, president of the 
Gustav H. 
Niemeyer, chairman of the Jewel- 
ers Vigilance Committee; Barnett 
Robinson, president of the 24 Karat 
Club of New York; Edson W. 
Sawyer, president of the Manufac- 
turing and Silversmiths 
of America; and Raymond R. 
Sturdy, president of the Jewelers 
Board of Trade. 
Jan. 6, 1962, has 
as the date for next year’s CJA 


Jewelers 


been selected 


banquet. 


Helzberg’s names two 


to higher corporate jobs 


Helzberg’s Diamond Shops, Inc., 
Kansas City, Mo., has elected two 
of their executives to higher cor- 
porate offices. 

They Arthur A. Binder, 
formerly secretary, now vice-presi- 
dent, merchandise, and Charles M. 
Helzberg, a grandson of the com- 
pany’s founder, formerly assistant 
to the president, now vice-president 
and secretary of the corporation. 


are. 
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A. H. Pond Co. president visits Jerusalem 
for opening of large new diamond center 


Israel’s newly-opened Jerusalem 
Diamond Center may quickly out- 
grow its present capacity, reports 
an American diamond merchandis- 
ing authority who attended the 
opening. 

Robert A. Pond, president of the 
A. H. Pond Co., was the guest of 
Yehuda Divon, president of the 
Diamond Research and Develop- 
ment Corp. of Israel, at the grand 
opening of the new building. 

The development of the diamond 
industry in the young state of 
Israel has been rapid. The Jeru- 
salem center will make available a 
new source of polished diamonds. 
It is potentially the largest dia- 
mond cutting and polishing fac- 
tory in the world. 

Pond, whose company produces 
Keepsake and Starfire diamond 
rings, visited Israel and other dia- 
mond centers in Europe to study 
sources which might contribute to 
a more improved product for his 
firm. 

The Jerusalem Diamond Center, 
the 11th in Israel, is by far the 
largest and most completely 
equipped, Pond reported. 

The new building will accommo- 
date 1000 cutters and polishers. 
Its production will be supple- 
mented by a half-million dollars 
worth of rough stones per month 
to be imported from West Africa 
by the government-owned Diamond 
Research and Development Corp., 
Pond said. 

These diamonds are in addition 
to the quota allotted to Israel by 
the diamond syndicate, he added. 

The project has been greeted 
with such enthusiasm that Pond 
expressed the belief that it “will 
not be too long before an addi- 
tional 1000 workers will be neces- 
sary on the premises.” 

Principal speaker at the cen- 
ter’s opening ceremones was Levi 
Eshkok, Israel’s finance minister. 
The nation’s minister of commerce 
and industry and the mayor of 
Jerusalem were among the guests 
of honor. 

Pond’s trip included visits to 
the diamond centers in Amsterdam 
and Antwerp. 
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NEW DIAMOND CENTER: Robert 
A. Pond, right, president of A. H. 
Pond Co., Inc., attends opening of 
new Jerusalem Diamond Center with 
Yehuda Divon, president of the Di- 
amond Research and Development 
Corp. of Israel. 


Adelsheim, Hyde elected 
to tax committee board 


The Jewelry Industry Tax Com- 
mittee filled two vacancies on its 
board of directors at a_ special 
meeting at the Waldorf-Astoria 
Hotel in New York Jan. 13. 

Maurice Adelsheim, Jr., of S. 
Jacobs Co., Minneapolis, and Ell- 
wood Hyde, treasurer of Tiffany 
and Co., New York, were elected 
to the board. Hyde, who replaces 
James Dickey of Tiffany, who re- 
signed, was also named treasurer 
of the JITC. 

Adelsheim, president of the Re- 
tail Jewelers of America, fills a 
vacancy caused by the resignation 
of Seymour Greenberg. 

Another board position, that for- 
merly held by Andrew Leredu, who 
died in September has not yet been 
filled. 

William M. Wright, chairman of 
the JITC, said the committee did 
not intend to appoint a replacement 
at this time for Bernard N. Burn- 
stine, who recently resigned as ex- 
ecutive vice-chairman. Wright said 
the position would probably remain 
open until next summer. 
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The 14 members of the commit- 
tee attending the meeting heard a 
report from Philip E. Hoffman, 
counsel for the JITC and RJA, on 
the status of the “Gellman” test 
case. The lawsuit has been filed 
in the U. S. Court of Claims and is 
not expected to be heard by the 
Court for several months. 

The annual meeting of the JITC 
is scheduled for August, during the 
RJA convention and trade show. 


West Coast producers 
attend MJ&SA meeting 


Reflecting the nationwide scope 
of its operations, the Manufactur- 
ing and Silversmiths of America, 
Inc., conducted an association meet- 
ing in Los Angeles Dec. 7. 

A group of West Coast manu- 
facturers were invited to meet at 
the Hollywood-Roosevelt Hotel with 
William Carroll, treasurer and 
member of the membership com- 
mittee of the association, and Jerry 
Fels, also of the membership com- 
mittee. 

The objective was to discuss the 
new program being initiated by the 
association whereby West Coast 
jewelry producers will be able to 
ship their products eastward under 
the Jewelers Shipping Service. 

Carroll described activities of the 
association — shipping, insurance, 
its buyer’s service and the various 
projects on which representatives 
are working in Washington. 

Several in the group signified 
their intention of joining the asso- 
ciation. Three of them—J. A. 
Meyers Co., Inc., Palomar Co. and 
Lewis H. Segal Co.—have been 
added to the membership roll. 
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EMPLOYEES CITE ANNIVERSARY OF AUTOMATIC CHAIN CO: Fred W. 
Bopp and his wife, Anna M. Bopp, hold the 25th anniversary plaque presented 
to them by employees of the Automatic Chain Co. of Providence. Bopp is presi- 
dent and his wife is secretary of the firm, which was founded in 1935. 


A. Cohen & Sons hold 
annual sales dinner 


The annual sales dinner of A. 
Cohen & Sons Corp. at the Man- 
hattan Hotel in New York Dec. 29 
highlighted a three-day meeting of 
the firm’s executive staff and re- 
gional sales managers. 

The sales managers conducted 
their own sales meetings on their 
return to the firm’s regional head- 
quarters. 

The new 1961 lines of the whole- 
sale jewelry firm were presented, 
as was what they described as “the 
most comprehensive array of pro- 
motional material ever assembled 
for retail jewelers.” 

Service will be the company’s 
keynote in 1961, Hyman J. Cohen, 
board chairman, told his personnel. 
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SALES EXECUTIVES OF A. COHEN & SONS CORP. MEET: The Manhattan 
Hotel in New York was the site of the annual sales dinner of A. Cohen & 


Sons Corp. 
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“No promotion is really a success 
until the merchandise is in the 
hands of the consumer,” he said, 
“and it takes a high calibre of ser- 
vice to bring this about.” 

Melvin Cohen, president of the 
firm, said merchandise manage- 
ment and_ “selling responsibility 
would determine the company’s fu- 
ture. 

Samuel Cohen, executive vice- 
president, and Mort Weisenfeld, 
general sales manager, also spoke. 


Gruen marks 87th year, 
lauds retail jewelers 


The jeweler’s problems “are ours, 
because the retail jeweler is still 
the most important factor in the 
watch industry.” With these words, 
John H. Ballard, president of 
Gruen Watch Co., concluded his 
firm’s national sales convention in 
New York Jan. 7. 

This sentiment marked the tone 
of the convention, which opened 
Gruen’s 87th year in the watch 
business. 

Items of business on the agenda 
were highlighted by the introduc- 
tion of Gruen’s new spring line, 
which includes a new ladies’ sport 
watch to retail at $19.95. Gruen 
salesmen were also reminded of 
their duty to the jeweler, cautioned 
that they must give him a ‘“com- 
plete, profitable merchandising pro- 
gram not just watches.”’ 





Jewelry Crafts Association elects Karlan 
to head organization for a second year 


Walter Karlan of Karlan & 
Bleicher, Inc., New York, was re- 
elected president of the Jewelry 
Crafts Association at its annual 
membership dinner meeting Jan. 5. 

William Schneider of William 
Schneider, Inc., and Simon Abra- 
ham of Advanced Ring Manufac- 
turing, Inc., were re-elected first 
and second vice-presidents, respec- 
tively. 

Jacob H. Schaeffer of Shiman 
Bros.-Colonial, Inc., was _ elected 
treasurer. Schaeffer, Harry Axel of 
Axel Bros., Inc., and Benjamin 
Ende of Jonell Watch Case, Inc., 
were re-elected directors. Rawson 
L. Wood of J. R. Wood & Sons, Inc., 
was elected a director succeeding 
W. Waters Schwab, who recently 
resigned as president of the same 
firm. 

The association paid tribute to 
Isadore Gratz, a former JCA presi- 
dent and director, who died Dec. 


20. Benjamin Ende read a resolu- 


tion memorializing Gratz. 
noted that he 
wholeheartedly and 


The resolution 
“contributed 
unstintingly of his time and ener- 
gies in his many vears of impor- 
tant service,’’ and was “a leading 
spirit in the industry ...” The 
tribute cited Gratz’ service on the 
JCA’s labor negotiating committee 
and as a trustee of its Crafts-Asso- 
ciate - Jewelry Workers Welfare 
Fund. 

In other business at the meeting, 


held at the Gotham Hotel in New 
? 
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JEWELRY CRAFTS ASSOCIATION ANNUAL MEETING: Members of the 


York, the organization heard re- 
ports from Henry L. Sperling, 
executive secretary, and Jacob H. 
Schaeffer, treasurer. 

The membership voted in favor 
of more frequent dinner meetings 
and discussions. The next meeting 
will be sometime in May or June. 

Karlan appointed the following 
as the nominating committee for 
the election of 1962 officers and di- 
rectors: Lester Friedman of David 
Friedman & Sons; Jack Pfeffer of 
David Pfeffer Co., Inc.; Otto Nees 
of Robert Stoll, Inc.; Abraham 
Dubin of Ide Jewelry Co., Inc; and 
tobert Resen of O. M. Resen. 


MJ&SA sponsors tour 
to European centers 


In order to spur development of 
a truly world market for its prod- 
ucts, the jewelry manufacturing 
industry is planning a 20-day post- 
Easter tour to the jewelry fashion 
centers of Europe. 

Under the sponsorship of the 
Manufacturing Jewelers and Sil- 
versmiths of America, Inc., up to 
144 jewelry producers may acquire 
a first-hand knowledge of the work- 
ings of the European industry as a 
means of both combatting imports 
and developing markets abroad. 

The tour is being timed pur- 
posely to enable the group to spend 
two days at the big Hannover Fair 
in Germany, an event in which 
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Jewelry Crafts Association, Inc., met at the Gotham Hotel in New York Jan. 5 


for their annual membership dinner meeting. 


president. 


190 


Walter Karlan was re-elected 
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AWAITING IDENTIFICATION: 
This watch repair mark was 
scratched on the back of a man’s yel- 
low 25-jewel Waltham Permaforce 
wristwatch, with a case marked 14K 
13663. Found at the scene of a 
crime in Pittsburg, Kansas, the watch 
is now held for identification by the 
New Jersey State Police, State Bu- 
reau of Identification, Trenton 25, 
m. 8. 


the American industry hopes to 
participate next year. 

Plans for the trip will become 
definite when a minimum of 95 
participants are obtained. 

While the agenda will provide 
time for visits to the places usually 
included in a tourist’s itinerary, 
emphasis will be placed on the busi- 
ness aspects of the trip. 

This year is considered timely 
for such a project since several 
European countries have relaxed 
trade restrictions. The easing of 
such trade curbs will permit the 
American jewelrymen to visit re- 
cently acquired customers in those 
countries and open the way for 
others to develop new foreign out- 
lets for their products. 

Edson W. Sawyer, association 
president, notes that those planning 
additional export effort can view 
first-hand European fashion trends. 
Tours through jewelry fashion cen- 
ters in Paris, Lucerne, Rome and 
London will also serve to generate 
design concepts, he said. 

“Those who plan to participate 
in the proposed association spon- 
sored exhibit at the Hannover Fair 
in ’62 will have full opportunity 
to see the fashion pavilion and plan 
their exhibit accordingly,” he 
added. He expressed the belief that 
the displays at Hannover cannot 
help but result in fashion and mer- 
chandising ideas. 

The association applied for space 
in the Hannover event last year 
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and again this year but was unsuc- 
cessful due to the lack of space in 
the jewelry pavilion. Enlargement 
of the building prior to the 1962 
show is expected to remove this 
obstacle. The Commerce Depart- 
ment in Washington is cooperating 
with the association in its effort to 
have the American jewelry produc- 
ing industry included next year. 

The tour is scheduled to begin 
and end in Providence. The over- 
seas flight on a Boeing 707 of the 
Sabena Belgian World Airlines will 
be out of Logan Airport, Boston, 
April 24, returning there on May 
12. 

The intinerary includes: France, 
April 25-27; Italy, April 28-30; 
Switzerland, May 1-2; West Ger- 
many, May 3-7; the Netherlands, 
May 8-9; and London, May 10-12. 


Opalite adds new floor 
in expansion program 

An expansion program is under 
way at Opalite, Inc., Philadelphia 
manufacturers of jewelry. Another 
full floor has been added to the plant 
facilities of the firm at 1311 Lom- 
bard St. | 

A complete plating department 
has been installed, along with 
other features which will enable 
Opalite to have a complete manu- 
facturing plant under one roof, the 
firm announced. 

The company is under the direc- 
tion of three generations of the 
Stonberg family: William Stonberg, 


it 
\¥ 


OPALITE MANAGEMENT: The three generations of the Stonberg family 
who are active in the operation of Opalite, Inc., are, from left, William Ston- 
berg, his son, Samuel Stonberg, founder of the firm, and grandson Marc 


Stonberg. 
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VETERAN BULOVA SALESMEN HONORED: These eight sales personnel 
for Bulova Watch Co. have a combined total of 290 years’ service with the com- 
pany. They were honored by their fellow salesmen Jan. 7 at New York’s St. 
Regis Hotel for completion of 30 or more years with Bulova. From left are: 


Joseph E. Turner, Omaha, Neb.; Harry H. Prezant, Los Angeles; Samson Hitt- 
ner, Great Neck, N. Y.; Samuel Kaufman, Brooklyn; Emanuel Hochman, vice- 
president in charge of sales, New York; Henry P. Sengelmann, Englewood, 
N. J.; Norman J. Teguns, district sales manager, Dallas; and Jesse Henshel, 


district sales manager, Rockville Centre, N. Y. 


his son, Samuel, who founded the 
firm, and his grandson, Marc, who 
recently joined the company. 








Key sales executives of the com- 
pany held meetings in 18 cities in 
13 states, Jan. 9-13, to present the 


program to retail jewelers. 
Available with the promotion 

are in-store materials and mats for 

dealer tie-in ads, which Benrus 


Benrus briefs salesmen 
on winter promotion 


A “Winter Sale” for retail jewel- — 
ers, to run through April 30, was ir 
announced by Benrus Watch Co. aa En 
at a sales conference in New York 
Jan. 3-6. 

The new promotion features new 
watch styles, including ladies’ 
dress models, men’s waterproof 
watches and self-winding models, 
as well as the Benrus “Embrace- 
able” and diamond watches. 


Sa 


meee 


AT BENRUS CONFERENCE: Ar- 
thur “Red” Motley, standing, presi- 
dent of the U. S. Chamber of Com- 
merce and publisher of “Parade,” 
addresses Benrus Watch Co.’s sales 
conference. Seated, from left, are: 
Jay Kay Lazrus, executive vice-pres- 
ident; Julian Lazrus, president: and 
Oscar M. Lazrus, chairman of the 
board. 


says are a type never before used 
by retail jewelers. The materials 
emphasize the sale’s prices of 
$24.73, $30.13 and $38.79. 

Jay Kay Lazrus, executive vice- 
president of Benrus, called the 
sale “a new way to promote price 
in quality merchandising.” 


* 





General Electric makes one carat stones 
with possible industry use if perfected 


General Electric has produced 
diamonds over a carat in size. Be- 
cause of structural imperfections, 
they are not yet of sufficient me- 
chanical strength for industrial 
use. 


LARGEST MAN-MADE DIAMOND: 
A. J. Nerad, manager of G.E.’s dia- 
mond making research program, 
holds a carat-sized diamond from the 
G.E. lab. In foreground is a mound 
of small diamonds, which the firm 
has been producing since 1957. 


The stones were made at G.E.’s 
research laboratory in Schenec- 
tady, N. Y., where the first man- 
made diamonds were announced 
in 1955. 

Dr. Guy Suits, G.E. vice-presi- 
dent and director of research, 
called the large diamonds the 
“latest milestone” in the firm’s 
synthetic diamond research pro- 
gram. 

The large diamond work is still 
in the early development stage, 
Suits said. “It is impossible to 
predict when we will succeed in 
making large diamonds with me- 
chanical properties comparable to 
our small diamonds,” Suits ex- 
plained. 

The large diamonds are dark in 
color, as were the first small stones 
produced by G.E. The firm has 
manufactured millions of carats 
of industrial diamonds at the De- 
troit plant since 1957. 

Suits said G.E. can now make 
diamonds in the laboratory up to 
one-tenth of a carat in size that 
are of “excellent” industrial qual- 
ity. This size stone is not yet 
available commercially, the com- 
pany said. 








MAN-MADE DIAMONDS REACH CARAT SIZE: These synthetic diamonds 
made at General Electric’s research laboratory include some as big as one 
carat in size. The scale at the bottom of the photograph represents one inch. 
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Lucien Picard showrooms 
progressive with traditional 


Designers wed old with 
new for Lucien Picard 


A tasteful blending of modern 
and antique decor is the keynote 
of the newly-designed Fifth Ave- 
nue showrooms and offices of 
Lucien Picard Watch Co. 

Freidin-Studley Associates, de- 
signers and planners, combined 
these two contrasting motifs to 
project the watch company’s de- 
sired image of progressive design 
and traditional dependability. Ef- 
fect is achieved through use of 
modern sculptured white furniture 
with contrasting accessories such 
as Victorian wall clocks, 18th cen- 
tury etchings, gold framed mirrors, 
and a Persian rug. 

In the firm’s second floor show- 
room window, overlooking Fifth 
Avenue, the workings of a giant 
clock are exposed to public view. 
Hands of the clock are on the out- 
side of the window, numerals are 
painted directly on the glass. 

Entire project was directed by 
Jack Freidin of the design firm. 


International Silver adds 


felt company to holdings 


International Silver Co. of Meri- 
den, Conn., has acquired the Drycor 
Felt Co. of Staffordville, Conn. 

Another step in International’s 
diversification program, it is their 
first venture outside of the metal 
working field, according to Craig 
D. Munson, president of the com- 
pany. 
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State of the Jewelry Business 


Government predicts jewelry business this year will match 1960 


— “The 1961 outlook for the jew- 

elry industry appears uncertain,” 

IMPORTS % change % change says the U. S. Department of Com- 
Nov. from Jan.-Nov. from Jan.- merce in a year-end review of 1960 

1960 Nov. 1959 1960 Nov. 1959 and prediction for the year ahead. 

WATCH MOVEMENTS (units) While a favorable change in the 
0-1 jewel 960,513 +5.5 6,346,809 +0.1 unemployment trend could change 
2-7 jewels 134,093 —13.0 1,091,435  —14.0 the picture, the Commerce De- 
ne a al Po geen BP a partment’s Business and Defense 

, , ee . ‘ a Services Administration says, “it 


over 17 jewels 2,572 +6.4 16,553 —2.9 | 
all movements 1,636,434 —11.6 13,154,814 -—06 appears that overall 1961 business 
will be about the same as in 1960. 


greener ; “sien - — oan . . . Gains in the first half of the 

uncut, by carats 1. —24. 
—— year seem less likely than in the 

uncut, by value $6,478,842 +18.3 $77,955,742 —16.9 hereon ’ 
cut, by carats 70,585 —34.3 754,833 —188 Th ie t er 
cut, by value $6,707,555 —7.5 $72,640,527 —15.9 a ne oo 
to these factors in making its fore- 
CULTURED PEARLS $1,017,019 +1.1 $12,803,532 49.8 casks: Paieaiin mas to. 200 
$518,162 , $5,240,821 , is not likely to increase, if national 
unemployment continues to rise; 
EXCISE TAXES % change % change consumer expenditures for rent, 
July-Sept. from July- . from Jan.- household operation, transporta- 
1960 = Sept. 1959 1960 = Sept. 1959 tion, recreation and health are 
AMOUNT COLLECTED $38,668 $135,052 taking an increasing share of dis- 
(add 000) posable income; jewelry imports 
ee are moving upward and exports 
VITAL STATISTICS % change % change downward; and shipments may in- 
from Nov. Jan.-Nov. from Jan.- ‘a. 

—_— > See | "ae eemenanon 
MARRIAGES +4.3 1,400,000 +24 precious metal jewelry, jewelers’ 


seiien findings and materials, costume 
FAILURES % change °% change jewelry, religious jewelry and a 
pun jen. Dee. tom jen: small segment in the precious metal 
Dec. 1959 1960 Dec. 1959 class not classified elsewhere. It 
CASH JEWELERS oe 115 —12.9 did not discuss timepieces, lapidary 
INSTALLMENT JEWELERS a 36 —5.3 work or silverware. 
WATCH REPAIRERS is ae 2 — 60.0 Business in the first half of 1960 
WHOLESALERS —— 23 —32.4 approached record levels, declining 
MANUFACTURERS fen as the national economy leveled off, 
the report said. Based on statistics 
WHOLESALE JEWELERS’ | DEPARTMENT STORE SALES for the first nine months, manu- 
SALES ! NOVEMBER 1960 facturers’ shipments for last year 
: % change % change were an estimated $630.7 million, 


from__ from Jan.- a slight increase over the $607.8 


: Nov. 1959 Nov. 1959 
NOVEMBER 1960 ' FINE JEWELRY million in shipments in 1959. 
% change %change | WATCHES ee +3 Estimates of total exports in 


from from , 1960 indicate a decrease of about 
Nov. 1959 Oct. 1960 : a +2 +2 25 per cent, with an increase of 

SALES —2 +7 | COSTUME about 23 per cent in imports. 
INVENTORY ' JEWELRY From the standpoint of business 
; failures, the jewelry industry fared 
METAL PRICES—MID-JANUARY 1961 well in 1960, according to figures 
(troy ounce, large lots) from the Jewelers Board of Trade. 
Mid.-Jan. One Year The total of 200 failures last 
1961 Ago year was the lowest in six years. 
SILVER $.91 3/8 $.91 3/8 ' In 1959, there were 235 failures 
PLATINUM $82 $77 , in the industry. Dun & Bradstreet, 
PALLADIUM $24 $22 Inc., reported 15,445 U. S. firms 
IRIDIUM $75 $75 closed their doors last year, the 

largest total since 1933. 
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ALWAYS 


In The 


MARKET 


GOLDEN SHIELD’S SALES FORCE BRIEFED: Golden Shield Corp’s execu- 
tive staff and sales force, including eight new fulltime salesmen, get together 
J F VAY * [ fF y at a sales meeting Dec. 17-18 at the Statler-Hilton Hotel in New York. 


Also Antique Reproduction Golden Shield chief The new line, designed for the 


. : ; simple, collarless fashions of 1961, 
Jewelry, Silver, Diamonds, predicts bright future features “golden” flowers set with 
Platinum and Gold Items, even’ Golden Shield Corp., Great Neck precious and semi-precious stones; 
though in bad order, all a N. Y.. held ‘tg ial iaiadtiieal seth large, multi-strand beads and 


good prices. | meeting at the Statler-Hilton, New enamel-ware. 
York. Dec. 17-18. New bracelet designs for the 


President Arthur P. Gould made sleeveless look and splashy drop 
the openins adiveus re the field earrings for the shorter hair styles 
. < eT 

: a were also featured. 
staff, which now numbers more 

















Our check is air-mailed to you | 
the same day your package | 
is received. Your package is | 


kept intact in our fire-proof| ' ) 
han 30 full-t sales . Norm: 
vault for ten days, subject to! ci; a. Cultured peal eroup 


Gladney, vice-president and general 


your acceptance of our remit-) sales manager, attributed the holds children’s party 


tance. rowth in the firm’s sales force er 
s | : Cultured Pearl Association of 
to “the instantaneous acceptance 


GOOD PRICE bry America held its annual benefit for 
4 nee Shield sre ttre aa retarded children at New York’s 

gram have enjoyed from the trade. , Neen Jon 20 

We pay highest prices. Excel- ag» Andygagediersenlgs 

lent Service. Thousands of 7 oe : 

. : Trifari shows new lines worthy cause, the Cultured Pear! 
shippers nave expressed their , Party also launched the associa- 
pleasure in doing business for spring and summer tion’s 1961 public relations pro- 
with Antin’s. Trifari, Krussman & Fishel pre- gram. 

ce } S Ww Ss j - se é a F at ‘ed at th arty jas é 
References: Dun & Bradstreet: Se nted it: new spring and summe1 Ms ee ~— - e “sr J . wee A 
the | ) B ‘| line at a semi-annual press party, fashion showing, in conjunction 

e Jewelers Board of Trade; Jan. 7, at the firm’s New York with Lord & Taylor, of cultured 
and, the Whitney National showroom, 16 E. 40th St. pearl necklaces and chokers. 
Bank, New Orleans. ——_— 


ANTIN'S ANTIQUES 


114 Baronne Street 
New Orleans 12, La. 
ESTABLISHED 1916 


While raising funds for a 








2s a =] 
| 





Sparkling Certified Wedding 
Rings of 14K gold designed 
to sell on sight. Coming 
your way soon from: 


CERTIFIED meETALS co. 


119 Edison Pi.. Newark? N v5 





— ——— SERRE 





WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel C 17 Jewels. Inca- , 
bloc, Unbreakable aehns Pt owsy Wy aterproof, $8.25 a i 


Ladies FF 60, 17 Jewels, ~ rc Unbreakable 


. _ 
Mainspring, RGP Cases. $8.9 RECEIVES FLEX-LET AWARD: Mort Karlan, right, receives a trophy as 


Outstanding Salesman of 1960 for Flex-let Corp. from Samson Greiff, Flex- let 
BILL GRIFFITH IMPORTING CO. _ sales manager, at the firm’s annual sales meeting at the Park Sheraton in 


New York. 


Ne 











1225 East 27th Place, Tulsa, Oklahoma 
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= Samuel Cohen, vice-chairman of 
the board of A. Cohen & Sons Corp., 
New York wholesalers, will leave 
March 26 on a two and a half month 
buying tour of eight European and 
Middle Eastern countries. 

=» Sapphire Realty Corp. has obtained 
a $960,000 mortgage loan on the 
World International Diamond Center 
Building at 1200 Avenue of the Amer- 
icas and 77-79 W. 47th St., New York. 
The loan was granted by the firm of 
Morris Morgenstern & Son. 

mn Wilkens Jewelry Co. of Pittsburgh 
presented $300 Bulova diamond 
watches to three employees who have 
been with the firm over 25 years each. 
They are: Morton C. Meyers, mer- 
chandise manager; Lorena Sabin of 
Wilkens’ Ambridge, Pa., store; and 
Ruth Leake, television secretary. 

=» Bernard Landau, New York import- 
er, left Jan. 15 on an around-the- 
world business trip that will take him 
to the various gem markets and Far 
Eastern supply sources. Landau plans 
to return in the latter part of April. 
=» James O’Shaughnessy of Longines 
Wittnauer Watch Co. was guest 
speaker at the January meeting of 
the Watchmakers Association of New 
Jersey, Inc. O’Shaughnessy discussed 
the Wittnauer Electra watch. 

= Koons Jewelers in Atlantic City, 
N. J., opened in its new location at 
1607 Atlantic Ave. in December. Luella 
Koons, the store’s owner, donated all 
profits from merchandise sold from 
mid-December until Christmas to the 
Atlantic City Area Girl Scout Council. 
=» The three principal owners of Bow- 
man Foster Inc., New York producer 
of beaded jewelry, have purchased 
controlling interest in the Charel Jew- 
elry Co., manufacturer of tailored and 
semi-tailored jewelry in Brooklyn. 

= Leonard Gayson has opened Gay- 
son Jewelry in Montrose, Pa., in its 
new location at 4 Public Ave. 

= Melrose Jewelers, Inc., has opened 
an additional store adjoining its orig- 
inal location at 246 Keswick Ave. in 
Glenside, Pa. 

=» James Jewelry, formerly Kauf- 
man’s Jewelry in Clarion, Pa., has 
been opened by Armaline James in 
the location in the 600 block of Main 
St. 

» Earle E. Hollenbaugh, formerly 
watchmaker at Carbino’s Jewelry in 
Ogdensburg, N. Y., has purchased 
Pegg’s Jewelry on Main St. in Can- 
ton, N. Y., taking over the business 
in December. 

=» Albert Sarosky, former manager of 
Morris Jewelry in Hazelton, Pa., has 
purchased the city’s oldest jewelry 
store, the 108-year-old Sylvester En- 
gle Co., from Mrs. Juan Krause. 

=» Wengler’s Jewelry in Sharon, Pa., 
celebrated its 50th anniversary last 
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fall with a grand opening of its reno- 
vated store at 50 W. State St. The 
remodeling, including a new _ store 
front, cost $25,000. 

» Aaron Rubin has opened Towne 
Jewelers in the Interstate shopping 
center in Ramsey, N. J. 








=» Lucas Wholesale Jewelers in Syra- | 
cuse, N. Y., was established in tem- | 
porary quarters at 123 N. State St., | 
24 hours after fire destroyed its loca- | 


tion in the Borst Building. The firm 
received new stock from suppliers in 
order to reopen. 


» Harvey Klein has moved Harvey’s | 
Jewelry in McKeesport, Pa., from 402 | 
Fifth Ave. to a new building at Fifth | 


Ave. and Locust St. 


=» Reporters covering the pre-inau- | 
gural activities of John F. Kennedy | 


speculated that the President-elect 


was hunting for a gift for his wife | 
when he dropped in at Tiffany & Co. | 


in New York Dec. 7. 

= Melita’s Gemlab in Johnstown, N. 
Y., has been moved from 33 N. Mel- 
cher St. to a new location at 39 W. 
Main St. by John Melita, owner of the 
store. 





» Teena Creations, Inc., New York | 
manufacturers of jewelry, have leased | 


10,000 square feet on the 11th floor of 
a building at 104 E. 25th St. in New 


York. Its old location was at 121 W. | 


45th St. 
» Harold Weil, a.jewelry designer 
who formerly managed jewelry de- 


partments in Philadelphia and Tren- | 


ton, N. J., department stores, has 
joined Jerry’s Jewelers at 231 Mill 
St. in Bristol, Pa. 

x» The Bowery Jewelers Association 
distributed toys at Christmas time to 
1500 children from the tenements of 


Chinatown, “Little Italy” and neigh- | 


bering areas in New York. 

» Merton Lisson has returned to Lis- 
son’s Jewelers in Syracuse, 
after an absence of five years. 

s DeMaria Jewelers in Glenside, Pa., 
displayed the Lenox Co. “Command 
Performance” exhibit of rare china at 
four locations in the area during No- 
vember and December. 

=» Imperial Pearl Syndicate’s gown of 
100,000 cultured pearls was displayed 
during a “Pearl Pageant” at Koons- 
Lippman Jewelers in Atlantic City, 
N. J. 

=» “The world’s largest pearl’”—val- 
ued at $100,000, and a pearl studded 


Me Be} 


handbag worth $40,000 were display- | 


ed at Gem Jewelers in Aliquippa, Pa., 
during the pre-Christmas season. 
=» George H. Kramer, buyer for the 


china department of Tiffany & Co. in | 
New York for 50 years, retired in | 


December. 

= Wilson’s Leading Jewelers in Syra- 
cuse, N. Y., presented a local hospital 
with a gift of tableware. 


| 





Get The MOST 
Out of Your Sales 


If you want to run a cash-raising 
sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not accept your sale unless 
we are certain that it will be most suc- 
cessful. Our 35 years of experience and 
reputation is our guarantee. 


Write * Wire * Phone Collect 
No Obligation © In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th S#., N. Y. 36, JU 6-2334 
Members Jewelers Board of Trade a 
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American Israeli Diamonds 

can reduce your Diamond 

costs ... and increase your 
Diamond Profits 


Its prices are better than 
competitive, based on fac- 
tory prices... 


lt eliminates the ‘‘original 
parcel’’ buying method. 


It permits you to buy spe- 
cific qualities, color and 
sizes. 


lt assures immediate de- 
livery. 


It extends credit terms to 
fit your individual financial 
picture. 


Call or write for full details 


AMERICAN ISRAELI 


DIAMONDS, INC. 


609 5th Ave., N. Y. 17, N. Y. 
PL 2-4422 














alive with 
quality 


b (Lt (I 4 


beauty and 
eleiiit-tele—me- tan! 
aalele|-e-he-me olale= 


DU ile INC. 


1311 LOMBARD © STREET, 
PHILADELPHIA 47, PA. 








Ads start on 
Page 219 
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DIAMOND 


373 WASHINGTON ST., BOSTON 8, MASS. 


Division of Louvis F. Guiness, Inc 














FINE QUALITY 
Tarnish proof Chests, 
Rolls, Bags, Cases for 
Silverware & Cutlery 
Iilustrated leaflets 
EUREKA 
Mfg. Co., Inc. 
Taunton, Mass. 
incorporated 1926 














NEW 


» Scott Jewelry Co. in Portsmouth, 
N. H., has moved to a new location at 
119 Congress St., four doors from its 
former site. New lines have been 
added as a result of additional display 
space now available. The firm’s new 
store front won the first commenda- 
tion certificate to be presented by the 
Greater Portsmouth Chamber of Com- 
merce. 

» Albin Jodka and his wife have pur- 
chased Hyde’s Jewelry Shop on Main 
St. in Ayer, Mass., and consolidated 
their record business with the jewelry 
store at the latter location. 

=» Theodore W. Menard has opened a 
new Menard Jewelers store in Whit- 
man, Mass., at 31 South Ave., next 
door to smaller quarters occupied by 
the firm for 11 years. 

s The Ingraham Co. of Bristol, Conn., 
watch manufacturers, have leased 
space in the Empire State Building in 
New York. 

» Gorham Manufacturing Co. has an- 
nounced it has borrowed $4.5 million, 
part of which will be used to finance 
an addition to the company’s Provi- 
dence, R. I., plant. 

» Scott Jewelry Co. in Haverhill, 
Mass., has reopened at 23 Merrimack 
St., after a large-scale renovation 
program which began in August. 
With completion of the downstairs 
remodeling, renovations were started 
on the second floor to provide space 
for luggage and musical supplies. 

= Silver items made by a 19th cen- 
tury Pittsfield, Mass., silversmith 


MID WEST 


» Spector Brothers & Grove, Inc., 
manufacturing jewelers at 55 E. 
Washington St. in Chicago, is now 
Andrew Grove, Inc. Grove is now 
president and his wife, Edith, is vice- 
president and treasurer. William and 
Sidney Spector have withdrawn from 
the firm. 

=» Herman Griffin, formerly manager 
of Kahl & Myer Wholesale Co. in 
Centralia, I[ll., has purchased Her- 
ron’s Leading Jewelers, Inc., of Cen- 
tralia, from Larry Sheets and W. B. 
Herron. 

« Harry Radix, former president of 
the Chicago Jewelers’ Association 
and former Chanticleer of the Gol- 
den Roosters of Chicago, was made 
an honorary member of the Chicago 
Jewelers’ Club in January. 

» William H. McGreevy has been 


ENGLAND 


were included in a holiday season ex- 
hibit at the Berkshire Museum in 
Pittsfield. 

= Day’s Jewelry in Gardiner, Me., 
presented a Wittnauer electric watch 
as a prize in a recent contest. 

=» James H. Guernsey, owner of Lan- 
den-True, Inc., Springfield, Mass., jew- 
elry store, has been awarded the Reg- 
istered Jeweler title by the American 
Gem Society. 

= The Silversmiths’ Shop of Boston 
at 343 Boylston St., featured a new 
group of bracelet charms represent- 
ing historical landmarks around Bos- 
ton, as part of the store’s holiday 
stock. 

» Trifari, Krussman & Fishel, Inc., 
Providence manufacturers of costume 
jewelry, have adopted a retirement 
benefit plan wholly paid for by the 
company. Applicable to all employees 
35 or older with at least two years 
service, the plan has two parts. The 
first covers earnings up to $4800 an- 
nually. Earnings above that amount 
are covered under part two. 

e William M. Savitt, Hartford, 
Conn., jeweler, presented an _ en- 
graved wrist-watch in December to 
a Hartford Times newspaperboy, 
winner of the 1960 Newspaperboy 
Merit Award. 

» Leslie Phillips, a member of the 
cutlery department of Reed & Barton 
Silversmiths in Taunton, Mass., has 
been awarded a Citation for Chris- 
tian Service by the Massachusetts 
Council of Churches. 


gt fe 


appointed chairman of the nominat- 
ing committee to select 1961 officers 
of the Chicago Jewelers’ Club. Also 
named to the committee were Frank 
Moran, Robert Koff and Joseph Zieg- 
ler. Elected to membership in the 
club in January were: William Be- 
duze of Stein & Ellbogen Co.; Henry 
Ohlhausen of Irons & Russell; Eman- 
uel Babroff of E. Babroff Co.; and 
Barry Daniel, manufacturers repre- 
sentative. 

a Shanklin Jewelry in Burlington, 
Iowa, has opened in its new store 
at 711 N. Sixth St., which features 
a private gem room. Its former 
location was at 712 N. Sixth St. 

=» Robert C. Baxter, Sr., has sold 
his interest in Vautrot and Myers 
Jewelers, Warren, Ohio, to Eugene 
Kay, a former Warren jeweler. Kay 
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is now vice-president of the firm, 
which is headed by Leslie W. Myers. 
a J. Lewis Small Inc. of Elwood, Ind., 
a steel and tin mill supplier, has be- 
gun the manufacture of custom school 
jewelry. Several skilled jewelers have 
been employed for this purpose. 

=» LeRoy Jewelry has opened a new 
store, formerly Young’s Jewelry, at 
113 East Maumee St., Flint, Michigan. 
The LeRoy Co. operates 16 stores in 
a three-state area. 

» Connolly’s Jewelers’ of downtown 
Pontiac, Michigan, has opened a store 
in the Miracle Mile shopping center. 
=» Nesemann’s Jewelry in Plymouth, 
Wis., has opened a new store at 217 
E. Mill St. with walnut paneling and 
flame colored wall sections to display 
its merchandise for the bride-to-be. 
=» Prichard Jewelers in Wooster, 
Ohio, has moved its store from the 
Public Square to 145 E. Liberty St. 

» Bill Kepler, Chardon, Ohio, fea- 
tures his own hand-made jewelry in 
his new store, The Village Jewelry 
and Gift Shop on Main St. The store 
also carries diamond rings, watches 
and gift items. 

2 Crowder’s Jewelry Store in Boul- 
der, Colo., founded in 1900, has a new 
modern decor. The store, located at 
1310 Pearl St. is now twice its for- 
mer size. 

=» Ray Ostema, Jr., Grand Rapids, 
Mich., jeweler, has purchased Baar’s 
Jewelry, 2010 Division Ave., S. 

» Ralph H. Kazik, a Wisconsin 
watchmaker has purchased Heilman’s 
Jewelry in Madison, Wis., from Don- 
ovan J. Heilman. The store, at 2335 
E. Washington Ave., is now called 
Kazik Jewelers. 

=» Rhodes Jewelry in Jefferson, Ohio, 
burned out in a November fire, has 
opened for business in temporary 
quarters on the southwest corner of 
the Public Square. 

» Fred H. Myers Jewelry Inc., 266 
N. Park, Warren Ohio, celebrated its 
50th anniversary last fall. 

» Buchroeder’s Jewelry in Columbia, 
Mo., will display the chime watch of 
Blind Boone, noted Columbia pianist 
and composer, prior to a memorial 
concert to be held in his honor in 
March. 

» Hugh Fiske of Jeffery Jewelry Co. 
in Tiffin, Ohio, spoke at the meeting 
of the North Central Ohio Crime 
Clinie Association. His topic was 
identification of precious stones and 
evaluation of jewelry. 

» Harpster Jewelry Co., Akron, Ohio, 
has enlarged its store at 1376-78 Cop- 
ley Rd., to double its capacity. The 
store has also increased its employee 
personnel. 

=» Verne Sass Jewelry in Kellogg, 
Idaho, has opened in its new location 
at 211 Main St. 

=» Fox Jewelry in Yankton, S. D., has 
employed Bernard Kline as a watch- 
maker. Kline has been a licensed 
watchmaker for 12 years. 

» Sharp’s Jewelry in Hoopeston, IIL, 
now has a bonus stamp-plan. For 
every dollar spent at the store, dia- 
mond stamps are given which can be 
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applied to the purchase of any piece 
of diamond jewelry. 

» Alfreda Fauerbach, president of 
O. M. Nelson and Son Jewelers in 
Madison, Wis., has retired, after 54 
years with the firm. Donald O. Nelson, 
grandson of the firm’s founder, is now 
manager. Harold G. Shafer is the 
new assistant manager. 

=» The Gerson Co., wholesale costume 
jewelers in Kansas City, Mo., have 
moved from the Altman building to 
a new building at Southwest Blvd. 
and Washington St. The firm occupies 
14,000 square feet at the new location. 
= Kilb-Beck Co., Milwaukee manu- 
facturers of watchmakers’ and jewel- 
ers’ tools, materials and supplies, has 
changed its corporate name to Kilb 
& Co. The firm, which now serves 
Wisconsin and Upper Michigan, is 
contemplating an expansion in lines 
and territories. 

» Jim Peterson has joined Grecian 
Jewelry in Washington, Iowa, as a 
licensed watchmaker. 

» Martin Lattin, owner of Elson 
Jewelers in Ferndale, Mich., has been 
awarded the Diamond Certificate of 
the Gemological Institute of America. 
2» William G. Swartchild, Jr., execu- 
tive vice-president of Swartchild & 
Co., Chicago jewelers’ supplies and 
precision tools company, has been 
named civilian district chief of the 
Army’s Chicago ordnance district. 
» Rummele’s, Inc., Manitowoc, Wis., 
jewelry store, has given wrist watches 
for the past six years to the senior 
boy and girl achieving the highest 
academic rank at the local high 
school. This year Rummele’s is also 
giving a watch to the boy and girl 
who show the most improvement in 
their high school career. 

=» Gordon Taylor Jewelers in Toledo, 
Ohio, gave a radio to the Child Study 
Institute for a Christmas party 
sponsored by the League of City 
Mothers. 

=» Carson Jewelers, Inc., has closed 
its Peoria, Ill., store and moved its 
inventory to its Decatur, IIl., location. 
= McCormick Jewelers in Champaign, 
Ill., has moved to a temporary lo- 
cation in the south half of a building 
at 318 N. Hickory St., to await com- 
pletion of its permanent quarters in 
the north half of the building. 

»s S & M Jewelers in Helena, Mont., 
has moved to a new location at 26 
N. Last Chance Gulch. 

» A. W. Deach has retired after 50 
years from his watch repair business 
at 122 N. First St., Champaign, III. 
He will continue doing some custom 
work at his home. 

=» Larry Scheets has sold Herron’s 
Jewelry in Centralia, Ill., to Herman 
Griffin. Lewis Bain is now manager 
of the store. 

=» Galion Jewelers, Galion, Ohio, has 
closed its store on Main St. 

» Martin I. Bass is new manager 
of the Mission shopping center store 
of Helzberg’s Diamond Shops, Inc., 
Kansas City, Mo. 

=» Jerome Kline, who has operated a 
jewelry store in Oklahoma City for 





two years, has purchased the M. K. 
Myers Jewelers in Colorado Springs, 
Colo., from Nathan Brown. 

= Weisser’s Jewelers in Peoria, IIl., 
celebrated its 50th anniversary in 
December in the same location at 
313 S. Adams St. The firm was 
founded 62 years ago. 
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_a Stanley G. House has been elected 
_ president of the Washington, D. C., 
chapter of the American Public Re- 
lations Association for 1961. He is 


executive director of the Watch Ma- 
terial Distributors Association of 
America. 

» Royal Jewelers Supply Co. and the 
John A. Tschantre Co., both of Bal- 


_timore, have merged. The new firm, 


known as Royal-Tschantre, Inc., has 


| its offices at 31 Light St., Baltimore. 
| Officers of the corporation include: 
| William Stubbins, 
| Dahne and Alvin Waggonheim, vice- 
| presidents; 
| tary; and Irvin Weinstein, treasurer. 
m= Lakein’s Jewelers of Baltimore re- 
cently honored 10 of its employees 
| with watches and other jewelry upo 
completion of from six to 17 years 


president; Leon 


Ben Michaelson, secre- 


with the firm. 


'm Jeweler’s Association of Baltimore 


presented 248 reconditioned jewel- 
lever watches to representatives of 
seven Baltimore charity organiza- 
tions in its second annual “Operation 
Angel.” About 40 members of the 
association contributed their time in 
reconditioning watches donated by 
their customers. The timepieces were 
then given to needy children as 
Christmas presents. 

=» Nick Saad, a Dothan, Ala., jeweler, 
was honored recently by District 29 
of Toastmasters International for 
“outstanding service and devotion to 
his fellow Toastmasters.” 

» Rudolph’s Dependable Jewelers 
marked its 45th store when it opened 
its fifth Florida establishment in 


| Leesburg. Edward Schindler is man- 
_ager of the store. 
_m= Colonial Jewelry of Frederick, Md., 


recently awarded a new typewriter 


_ to the customer who brought in the 
oldest one in the area. 


The winner 
was a 1913 vintage machine. 

=» Friedman’s Jewelers opened the 
store in its chain recently in 
the Lakewood Shopping Center at 
Durham, N. C. Manager of the store 
is Howard Stone. 

» The Jewel Box, Inc., Pulaski, Va., 


has bought the stock of Thornhill’s 
| Jewelers, also of Pulaski. Thornhill’s 
'had suffered two fires since it was 
| first opened in 1955. 
| store reopened 
| Hotel Pulaski. 


Last year, the 
with new stock in 
Frank Thornhill, for- 


mer owner of Thornhill’s, is now op- 


erating a watch repair shop. 

m= Gayle’s Jewelry, Bogalusa, La., re- 
_cently awarded three diamond rings 
to customers in its ninth anniversary 
| celebration. 

'm William L. Shinder has been op- 
| pointed manager of Regal Jewelers, 


Baton Rouge, La. 

“Buster” Phillips has opened 
Eupora, Miss., 
109 


» Artemis Gifts and Jewelers, 


JEWELERS 


THE 44% SOUTH 


W. Thomas in Hammond, La., offered 
prizes every hour for three days on 
its opening recently. The firm calls 
itself a five-in-one-shop—beauty par- 
lor, flowers, gifts, jewelry, catering 
—“‘everything for the bride including 
her wedding ring.” 

» Powell Newson, Salisbury, N. C., 
who closed his 27-year old jewelry 
business last May, has re-opened in 
Suite 500 of the Wallace Building. 
He plans to specialize in loose and 
mounted diamonds, emphasizing spe- 
cial mountings and designing. 

=» Friedman’s Jewelers has opened a 
new store at 111 N. Washington St., 
Albany, Ga. 

» James E. Hart Jeweler recently 
celebrated 25 years in Waycross, Ga., 
with a silver anniversary sale. 

=» Barnet’s Jewelers, Shelby, N. C., 
is moving its location early this year 
to the Crest Store building. Its pres- 
ent location is 6 S. Lafayette St. 

=» Claude Moore Jewelers, 6 St. Jo- 
seph St., Mobile, Ala., has opened a 
new bridal and gift department. 

=» Marshall Jewelry Co., Rock Hill, 
S. C., has added a gemscope and a 
color grader for the grading and 
appraising of diamonds. The firm 
is also adding a diamond room de- 
void of color to its present operation. 
» Lux Clock Manufacturing Co. plant 
in Lebanon, Tenn., will expand by 
56,000 sq. ft., pending a $500,000 in- 
dustrial bond issue referendum by 
the City of Lebanon. The plant pro- 
duces spring-driven alarm clocks and 
timing devices. It will add between 
150 and 200 new employees when the 
expansion is completed. 

=» Weiss Jewelry in Warren, Ark., at 
one location for about 40 years, will 
move to a recently remodeled build- 
ing at the corner of Cedar and Main. 
= The entire stock and assets of The 
Little Gem Jewelry Co., 414 Main 
St., Columbus, Miss., has been pur- 
chased by W. J. Williams. 

= Gordon’s Quality Jewelers opened 
store number 86—and its second in 
the Nashville, Tenn., area, with its 
new one in the Donelson Plaza shop- 
ping center. 

=» Myron E. Freeman is moving his 
jewelry store at 103 Peachtree St., 
to 185 Peachtree St., in downtown 
Atlanta. 

» Wilfred Johnson is new watch re- 
pairman at Fuller Jewelry Co., Sum- 
merville, Ga. He completed two years 
of on-the-job training at Lasseter 
Jewelry Repair Shop in Rainesville, 
Ala. 

=» Calvin Braswell, Moultrie, Ga., 
jeweler, has been named 1961 chair- 
man of the Merchants Division of 
the Moultrie Chamber of Commerce. 
=» Donald E. Wolpe, of Wolpe Jewel- 
ers in Washington, D. C., has been 
elected president of the College Park 
Board of Trade. 
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a Smith’s Jewelry Co., McKinney, 
Tex., will regularly feature a “hobby 
window” to display art and hand- 
crafts of local persons. First display 
was the work of a veterans’ hospital 
patient’s hand-carved wood models— 
all blue ribbon winners in the State 
Fair at Dallas. 

=» Robert F. Schramm of Schramm’s 
Jewelry in Dickinson, Tex., has been 
elected a director of the Dickinson 
Chamber of Commerce. 

=m Don Richardson is the new man- 
ager of Zale Jewelery Co.’s store at 
166 Pine St. in Abilene, Tex. 

» Akers Jewelry in Cordell, Okla., 
has been bought by Payton Jewelry. 
The two businesses will be consoli- 
dated into one store in the Akers 
building. 

=» Roy Oliver Jewelry in Tulsa, will 
double its floor space when it moves 
across the street at Third St. and 
Boulder Ave. 

m Gray’s Jewelers, 412 S. Main St., 
Tulsa, recently celebrated its 30th 
anniversary with a_ store-wide sale. 
= Charles H. Quinn, owner of The 
Clock Shop in Tulsa, has been elected 
president of the Tulsa Cosmopolitan 
Club. 

= C. R. Frazier closed his Frazier’s 
Jewelers at 905 Britton Rd. in Okla- 
homa City in December. 

= Charlie Bertschi has moved his 
Chalet Jewelry and Watch Repairing 
from 223 N. Robinson St., Oklahoma 
City, to a suite in the Republic build- 
ing, 218 N. Robinson. 

=» Fay’s Jewelers in the Oak Cliff 
district of Dallas, is remodeling to 
establish a department for special 
order work, designing and jewelry 
repair. 

s B. C. Clark, Jr., of B. C. Clark 
Jewelers, Oklahoma City, has been 
named a vice-president of the Last 
Frontier Council, Boy Scouts of 
America. 

» Zale’s Jewelers opened its third 
Oklahoma City store with a 5600 
square foot shop at S. E. 15th St. 
and Midwest Blvd. in Midwest City. 
Leon Irons has been named manager 
of the store. 

=» George L. Sloan of Sloan’s Jewel- 
ers, Tulsa, has been re-elected direc- 
tor at large of the Oklahoma Retail 
Merchants Association. 

»s R. H. Murcer has opened Murcer 
Jewelry at 132-A S. E. 44th in Capitol 
Hill shopping center of Oklahoma 
City. Murcer also owns Bond Credit 
Jewelry in Oklahoma City. Manager 
of the new store is Glenn Shafer. 

=» H.G. Waller has been elected pres- 
ident of the Texas Watchmakers of 
Houston. He succeeds James E. Car- 
ter, who was named state committee- 
man. Other officers installed last 
month include: R. F. Schramm, first 
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vice president; G. H. Beasley, second 
vice president; William Graff, secre- 
tary-treasurer; and Louise Thomason, 
reporter. New members of the board 
of directors include Dren Duffy, 
Henry Berger, J. H. Thomason, P. E. 
Slaughter, and F. G. Wagley. 

» Norman Gordon, who _ operates 
Samuel Gordon & Co., Oklahoma City 
wholesale jewelers, has opened a re- 
tail jewelry store in the Mayfair 
Shopping Center. 

s William “Bill” Watkins of Watkins 
Poteau Jewelers, Poteau, Okla., has 
been elected to the board of directors 
of the Poteau Chamber of Commerce. 
s Tipton’s Jewelers, 3 E. Main St. 
in Shawnee, Okla., began a closing 
out sale in December. The store has 
been owned and operated for the past 
14 years by Bernard and Mildred 
Gordon. 

» Ditmore Jewelry Store in El Paso, 
Tex., was opened in December in the 
new Coronado shopping center. 

» Payne’s Jewelers in Lubbock, Tex., 
has opened in the Family Park shop- 
ping center. 

= Peacock Jewelers in Tulsa, has 
signed a lease for a shop in the new 
Southland shopping center. 

=» Cubitto’s Jewelers, formerly in 
downtown Miami, Ariz., has moved 
to a shop on the Globe-Miami high- 
way. 

2 Stanley J. Janca has bought 
Charles Jewelers, 3269 E. McDowell, 
in Phoenix, Ariz. The new store name 
is Timothy Jewelers. 

» Frank’s Jewelry was opened re- 
cently in Frontier City, Ariz. 

» Tom M. Scaperlanda of Bell Jew- 
elry Co. in San Antonio, has been 
elected vice-president of the San An- 
tonio Retail Merchants’ Association. 
» Harold-Jeweler in Fort Worth, has 
opened a new store at 1109 Continen- 
tal Bank building. The firm will deal 
in fine jewelry and original designs. 
» Thomas Chauncey, a Phoenix jew- 
eler, has been appointed president of 
the Phoenix Better Business Bureau. 
» Jesse D. Cannon, watchmaker at 
John R. Cox Jewelry in Sweetwater, 
Tex., has completed the rebuilding 
of a watch—to make it run back- 
wards. He says it checks out well 
on the WatchMaster and keeps “good 
time.” 

=» Kenneth Metzger has been ap- 
pointed manager of Boswell of Van- 
devers jewelry department at Utica 
Square, Tulsa, Okla. 

» Norland Hoskins and his wife have 
opened Hoskins’ Watch and Jewelry 
Repair above the Burns’ Clinic in 
Giddings, Tex. 

» Margaret Dorman and her son, 
John Alvin, have purchased Oliver 
Jewelry in Lockney, Tex., from Ted 
Oliver and his wife. 
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WEST COAST 


» The Jewelers 24 Karat Club of 
Southern California omitted its De- 
cember meeting due to business ac- 
tivity of the season and also cancelled 
its January meeting for the first time 
because several members attended the 
annual banquet of the 24 Karat Club 
of New York. 

=» Special meetings will be held on 
both days of the California Retail 
Jewelers Association’s northern con- 
vention, March 12-13, at the Villa 
Hotel in San Mateo. Other events 
include a golf outing on the 13th 
and a “stag” sponsored by the Golden 
Nuggets. 

=» A proposal to establish two chap- 
ters of the Golden Nuggets—one to 
represent Northern California and 
the other, Southern California—was 
discussed by several members of the 
organization who met in Los Angeles 
Dec. 29. 

» George R. Jordan discussed “Our 
Country’s Gold Situation” at the Jan. 
17th meeting of the Southern Califor- 
nia Guild of the American Gem So- 
ciety in Los Angeles. It was an- 
nounced that Gladys Hannaford would 
be available for diamond lectures to 
jewelry and civic groups during the 
three weeks following her arrival in 
Southern California March 13. 

» The Gemological Institute’ of 
America has scheduled the following 
classes in the Southern California 
area: Diamond Appraisal, Jan. 30- 
Feb. 3 and Feb. 20-24; and Substitute 
Detection, for the first time in that 
area, Feb. 27-March 3. 

» A Watchmakers of Switzerland 
film on the chronograph will be 
shown at the Feb. 7 meeting of the 
Contra Coasta Watchmakers & Jewel- 
elers Guild. 

=» Members of the Leading Jewelers 
Association, 24 jewelry stores in five 
Western states, met for the first time 
in 1961 at Palm Springs, Cal., 
Jan. 15. 

» Fred Shaw, a dealer in watches 
and in watch repairing for the trade, 
and Frank Vernon of Vernon & Ver- 
non, diamond dealers, both located at 
220 W. Fifth St. in Los Angeles, 
formed a partnership Jan. 1. The 
two will conduct a wholesale jewelry 
business, with both retaining their 
individual businesses. 

» Zonet Jewelers was opened Jan. 15 
in the Fox Market shopping center, 
20050 Ventura Blvd., Woodland Hills, 
Cal., in the West San Fernando Val- 
ley area. The new business is a part- 
nership between Samuel Zolen, a for- 
mer trade watch repairer at 424 S. 
Broadway in Los Angeles, and Jerry 
Nathan, who previously managed a 
shoe store. 


» Don A. Gay has opened Tortalani 
Jewelry at 5242 W. 104th St. in Los 
Angeles, adjacent to the Internation- 
al Airport. 

=» Glasow’s Jewelry in Livingston, 
Cal., won the Livingston Chamber of 
Commerce’s annual Christmas decor- 
ations contest in 1960 in the commer- 
cial division. 

s Hubbard-Denn Jewelers in Salt 
Lake City, Utah, is now operating in 
its new location at 230 S. Main St. 
a Jay Small has opened a jewelry 
store bearing his name in Corning, 
Cal., located at 1124 Solano St. 

a Gail D. Hand and his wife have 
established a jewelry store called 
Clock & Watch at 1035 River Rd., 
Reseda, Cal. 

» Herb Agid’s Camera and Jewelry 
Shop has opened in Palos Verdes, 
Cal., at 15 Malaga Cove Plaza. 

=» Oscar R. Saindon, northwest repre- 
sentative for Stein and Ellbogen Co., 
Chicago diamond importers, has re- 
cuperated from an illness and will 
resume covering his territory in the 
spring. 

=» Kay Jewelry Stores, Inc., has 
opened its third San Diego store in 
the College Grove shopping center. 

» J. M. Vranizan Co., Portland whole- 
sale distributors of costume jewelry, 
has moved to a new location at 1740 
N.W. Glisan St., twice the size of its 
former site at 1215 SW Broadway. 

=» Parr’s Jewelers of Glendale, Cal., 
celebrated its 20th anniversary by en- 
larging and remodeling its store. It 
also added new lines to its china, 
crystal and giftware departments. 

a Svetozar and Ruth Radakovich, 
Encinitas, Cal., designers of contem- 
porary jewelry, were represented in 
“Designs by California Jewelers,” an 
exhibit at the Santa Barbara Museum 
of Art. 

=» Milens Jewelers, San Francisco, 
presented 870 dolls to the Fire De- 
partment’s Christmas toy drive. 

» Wallace Jewelers has opened a 
new store in the Alhambra Valley 
shopping center. 

» Small Jewelers in Corning, Cal., 
displayed diamonds worth a quarter 
of a million dollars, the wares of a 
Los Angeles jewelry salesman. 

a Higgs Jewelers in Chula Vista, 
Cal., furnished the accessories for 
models in a fashion show presented 
by the local Newcomers’ Club. 

» Remo Scardigli, owner of Scardi’s 
Custom Jewelry Shop in the Carmel 
(Cal.) Plaza showed his designs at 
Santa Barbara Museum’s display, 
“Designs by California Jewelers.” 

» Arthur J. Jessop, vice-president of 
J. Jessop and Sons, Jewelers, in San 
Diego, was elected to the board of di- 
rectors of the Union Title Insurance 


Co. 











Executive Appointments 








Stern 


The Jacques Kreisler Manufactur- 
ing Corp. of North Bergen, N. J., 
makers of watchbands, leather 
straps and cigarette lighters, have 
elevated two men to vice-president 
positions. Edward L. Stern has 
been named vice - president in 
charge of the lighter division for 
the firm. New vice-president in 
charge of export and army ex- 
change sales for Kreisler is Milton 
Schwarz. 


Forrest W. Price has been ap- 
pointed vice-president and general 
manager of the Seth Thomas divi- 
sion of General Time Corp. Price 
was formerly vice-president of op- 
erations and a member of the 
board of directors of Sylvania 
Home Electronics Corp. Price will 


Price Silverberg 


make his headquarters in the Seth 
Thomas office in New York. The 
division manufactures clocks and 
time devices in Thomaston, Conn. 


Julian E. Silverberg has been 
named vice-president in charge of 
sales for Columbia Diamond rings, 
a division of Axel Bros., Ja- 
maica, N. Y. Silverberg joined the 
firm in 1947, serving as comp- 
troller-credit manager. He served 
for two years as chairman of the 
jewelry group of the National As- 
sociation of Credit Men. Silver- 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 








by Manny Silverman 


berg assisted in the formation of | 


the jewelry group. 


Clarence J. Smith, chief metal- 
lurgist of the Improved Seamless 
Wire Co. for 14 years, has been 
elected by the stockholders to the 
firm’s board of directors. 


D. Arnold Wilson has been ap- 
pointed director of marketing for 
Wallace Silversmiths (Canada) 


Ltd. of Toronto. Wilson was for- | 
merly vice-president and general] | 


_ TOTAL VOLUME: 


manager of Viceroy Manufactur- 
ing Co. Ltd. of Toronto. 


R. H. Matthiessen, Jr., has re- 


signed as vice-president of Gen-. 


eral Time Corp. Matthiessen has 
been elected a director of the 


firm, succeeding his father, Ralph | 


H. Matthiessen. 


Imperial Pearl previews 
its spring collection 


The Pear! 


Imperial 


preview of its spring collection in 


its New York headquarters Jan. 10. | 
Imperial, at its showing, bade | 


goodbye to the one-time status sym- 
bol—the “good string of pearls.” 
Now, they say, it is the cultured 
pearl “wardrobe” in multi-lengths 


to suit the currently popular collar- | 


less neckline. The show also fea- 


tured pearls in unusual settings of | 
semi- | 


gold, colored enamel and 


precious stones. 


On display at the opening was | 


Imperial’s collection of South Sea 
cultured pearls, from Burmese 
waters, each valued at $1,200 to 
$20,000. The collection will be ex- 
hibited throughout the country. 


AVERAGE $ volume: 


HERE ARE THE 
FACTS! 


Regarding the last 12 Flat and Auc- 
tion Sales conducted by us in 1960! 


POPULATION: Cities of 5800 
up to 300,000. Plus one in New 
York City 


$765,000 
12 Sales 


AVERAGE VOLUME: 
12 Sales (Approx) 


AVERAGE TIME: 
of Sale 


$64,000 
22\/5 days 


$3,000 
per sale, per day 
approx 


Syndicate | 
revealed a fashion “revolution” for | 
the cultured pearl necklace at the | 


Even though half of these sales 
were conducted in so called dis- 
tress areas, the results achieved 
were 150°, better than any 
previous year in our history. . . . 
| We claim these results are by far 


the best in our Field . .. and 


we know we can do the same for 
you in 196]. 





Watch for our mailed folder. . 
it tells you names ... dates... 
cities and individual results. 


WRITE! =WIRE! — CALL COLLECT! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, N. Y. 36, N. Y. 
Tel: Plaza 7-4692-3 

















You’ve probably heard a lot 


poe belts of talk these days 


Issue 


about subliminal advertising 


—you know, that form of sell- 


Use the 
JC-K Directory 


SSue 


ing that happens 
without your knowing it. Its 
advocates explain that, for 
example, your eye JC-K Directory 
picks up a message flashed 
on a screen and transfers it 
to your brain — below the 
ea 


JC-h Directory of con- 


SSue 


threshold 
sciousness. Evidence that a 
drive-in movie has used this 


method successfully to sell 


coca-cola and ,, K Directory pop- 


corn is rather sketchy. Per- 
haps this subtle method ef- 
fectively sells refreshments. 
JC-K, however, prefers the 
time-tested, more obvious ap- 


proach — USE THE JC-K 
DIRECTORY ISSUE! 





COMING EVENTS 


FEBRUARY 


2_-Fountain Pen & Mechanical Pen- 
cil Manufacturers’ Association, Inc., 
annual meeting, Roosevelt Hotel, New 
York. 

4—-Boston Jewelers Club annual 
banquet, Statler Hilton Hotel. 

5-8—San Francisco Gift Show, San 
Iranciseco, Cal. 

5-12—-Chicago Gift Show, Palmer 
House and LaSalle Hotels, Chicago. 

12-15—Portland Gift Show, Port- 
land, Ore. 

18-20—Washington Retail Jewelers 
Association annual convention, Olym- 
pic Hotel, Seattle, Wash. 

19-22-Seattle Gift Show, Seattle, 
Wash. 

19-23 — Dalias Gift Show, Baker 
Hotel, Merchandise Mart, Dallas, Tex. 

19-23—Spring Allied Gift and Jew- 
elry Show, Hotel Adolphus, Dallas, 
Tex. 

19-24 — Spring Gift and Jewelry 
Show, Dallas Market Center, Dallas, 
Tex. 

20-21—-Canadian Jewelers Associa- 
tion annual convention, Royal York 
Hotel, Toronto. 

26—Illinois Retail Jewelers Asso- 
ciation annual convention, Hotel Jef- 
ferson, Peoria. 

26-27—Spring Mid-Continent Jew- 
elery and Gift Show, Muehlebach 
Hotel, Kansas City, Mo. 

26-Mar. 1—Ohio State Gift Show, 
Hotel Deshler-Hilton, Columbus. 

26-Mar. 3—New York Gift Show, 
Hotel New Yorker and Trade Show 
Building. 


MARCH 


1-5 —Horological Association of 
Nebraska, Inc., annual ‘convention, 
Yancey Hotel, Grand island. 

5-9—Boston Gift Show, Hotel Stat- 
ler and First Corps Cadet Armory. 

5-9 —- Detroit Gift Show, Hotels 
Statler Hilton and Sheraton Cadillac, 
Detroit, Mich. 

11-12—Kansas Retail Jewelers As- 
sociation annual convention, Hotel 
Lassen, Wichita, Kan. 

12—-Minnesota Watchmakers Asso- 
ciation annual convention, Leaming- 
ton Hotel, Minneapolis. 

12-13 — Minnesota Retail Jewelers 
Association annual convention, Lea- 
mington Hotel, Minneapolis. 

13-17—Industrial Diamond Associa- 
tion of America, Inc., annual conven- 
tion, Hollywood Beach Hotel, Holly- 
wood, Fla. 

18 — Manufacturing Jewelers and 
Silversmiths of America, Inc., annual 
banquet, Statler Hotel, Boston. 
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Northwest Re- 
Olympic 


18-20—1961 Pacific 
tail Jewelers Convention, 
Hotel, Seattle, Wash. 

18-21—_-American Gem Society an- 
nual conclave, Sheraton Towers Hotel, 
Chicago. 

19-21 — Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 

19-22—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin, Philadelphia. 

20-24—-American Society for Met- 
als, Western Metal Congress and Ex- 
position, Pan Pacific Auditorium, Los 
Angeles. 


APRIL 


15-25—45th Swiss Industries Fair, 
Jasle, Switzerland. 

16—Horological Association of Vir- 
ginia, Inc., annual convention, Roa- 
noke. 

17-May 7—Tokyo International 
Trade Fair, Toyko, Japan. 

19-21—Manufacturing Jewelers and 
Silversmiths of America, Inc., conven- 
tion and industrial exposition, Shera- 
ton Biltmore Hotel, Providence, R. lI. 

28-May 5—United Jewelry Fall 
Show, Sheraton-Biltmore Hotel, Prov- 
idence, R. I. 

30-May 1—Maryland-Delaware-Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention, Baltimore, 
Md. 

30-May 1—Wisconsin Retail Jewel- 
ers Association annual convention. 

30-May 9—German Industries Fair, 
Hanover, Germany. 


MAY 


3-13—Fifth annual U. S. World 
Trade Fair, Coliseum, New York. 

6-8—-New York State Retail Jewel- 
ers Association, Inc., annual conven- 
tion, Binghamton. 

14-19—New York Stationery Show, 
Hotel New Yorker, New York. 


JUNE 


3-4— Ohio Watchmakers Associa- 
tion annual convention, Dayton. 

6-7—Educational Jewelry Manufac- 
turers Association annual meeting, 
Drake Hotel, Chicago. 

10-11—Texas Watchmakers Asso- 
ciation annual convention, Edinburg. 

18-19—Vermont Retail! Jewelers 
Association annual convention, Basin 
Harbor Club, Basin Harbor, Vt. 

25-27—New Hampshire Retail Jew- 
elers Association annual convention, 
l‘arragut Hotel, Rye, N. H. 


JULY 
6-8—National Association of Watch 
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and Clock Collectors, Inc., annual con- 
vention, Santa Monica, Cal. 

15-18—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 


AUGUST 


5-6—Oklahoma Retail Jewelers As- 
sociation annual convention and trade 
show, Mayo Hotel, Tulsa. 

6-10—Retail Jewelers of America, 
Inc., annual convention and _ trade 
show, Waldorf-Astoria Hotel, New 
York. 

13-15—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

27-29—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 
Biltmore Hotel, Los Angeles. 


SEPTEMBER 


3-7—Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-8—Fall Gift and Jewelry Show, 
Dallas Market Center, Dallas, Tex. 

23-24—Retail Jewelers Association 
of Missouri annual convention, Gover- 
nor Hotel, Jefferson City. 

24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

30-Oct. 1—Michigan Jewelers As- 
sociation annual convention, Jack Tar 
Hotel, Lansing. 





Obituaries 











Harry Greenwold, president of 
Harry Greenwold, Wallenstein- 
Mayer Co., wholesale jewelers of 
Cincinnati, died Dec. 26. A veteran 
of more than 50 years as a jewelry 
wholesaler, Greenwold was a past 
board member of the National 
Wholesale Jewelers Association 
and a former president of the Cin- 
cinnati Wholesale and Manufac- 
turing Jewelers Association. 
Isadore Gratz, 68, president of 
Louis Gratz Sons, Inc., of New 
York, died Dec. 20. A watch case 
manufacturer since 1910, Gratz 
formerly served as president of 
the Jewelry Crafts Association 
and was active in philanthropic 
organizations. 

John M. Biggins, 64, a vice-presi- 
dent and treasurer of Elgin Na- 
tional Watch Co. until his retire- 
ment in 1958, died Dec. 28. Biggins 
joined Elgin in 1932, is credited 
by the company with a key role in 
guiding the firm out of its fi- 
nancial difficulty during the ’30’s. 
He was a past president of the 
Chicago Jewelers Association. 
H. Wesley (Wes) Johnson, 64, 
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president of Allied Exhibitors, 
Inc., died Jan. 5. Allied Exhibitors, 
which Johnson formed in 1939 
with Mildred Dalton, runs the Al- 
lied Gift and Jewelry Shows in 
Dallas and ran the Denver and 
Phoenix shows until they were 
sold last spring. H. W. Johnson 
Co., manufacturers representa- 
tives, which he formed in 1929, 
is now operated by his son. 

Saul Philip Steinsapir, 59, who 
operated Standard Emblem Jew- 
elers in Pittsburgh with his 
mother and brother, died Dec. 4. 
He was connected with the firm, 
which makes school and college 
jewelry, for the past 40 years. 
Steinsapir received citations from 
three Presidents for his work with 
Selective Service. 

Earle L. Middleton, 76, a promi- 
nent jeweler in Fort Lauderdale, 
Fla., for many years, died Dec. 30. 
Middleton was active in civic af- 
fairs and in 1952 served as sec- 
retary of the Florida Retail Jew- 
elers Association. 

Morris Richter, 57, president of 
Richter’s Jewelers, Inc., New York 
cultured pearl importing firm died 
Dec. 25. Richter was also a part- 
ner in the Neptune Cultured Pear! 
Syndicate, a New York wholesal- 
ing firm. 

Harry B. Tagg, 74, who retired in 
1957 as president of the J. W. 
Johnson Co., Inc., silverware deal- 
ers, formerly of 15 Maiden Lane, 
New York, died Dec. 28. A former 
president of the Jewelers Square 
Club, Tagg served with the Home 
Owners Loan Corp. in Washing- 
ton during President Roosevelt’s 
first term. 

Charles P. Coster, 71, a jewelry 
store owner in Rochester, N.Y., 
for 40 years, died Dec 21. Coster 
was president of the New York 
State Retail Jewelers Association 
from 1946 to 1949. 

Rudolph J. Loonsten, 59, a dia- 
mond expert with Son & Prins Co. 
of Chicago, died Dec. 28. 

James J. Flowers, 80, who retired 
last summer after 51 years as a 
jeweler in the same location in 
Cleveland, Ohio, died in December. 
Max F. Bowen, 42, a jewelry store 
owner in Emporium, Pa., died Dec. 
Ll. 

David H. Morstein, 60, a Baltimore 
jewelry store owner who was ac- 
tive in community affairs, died 
Dec. 11. 
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ENGRAVING 
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ENGRAVING MACHINE CORP. 
154 West 14th Street, New York 11, N. Y. 
{N CANADA: 359 St. James Street West, Montreal, P.Q 
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The Gruen Watch Co. 


has several territories open 
for salesmen with experi- 
ence calling upon Jewelers. 


Write fully, in  confi- 
dence, firms worked for, 
territories covered: 


Irving Kathman 
The Gruen Watch Co. 
20 West 47th St. 
New York 36, N. Y. 














Closing Date 
for Classified 
Advertisements 
is the tenth 
of the month 
preceding date 
of Publication 


See Page 319 


--»BOXES THAT 
HELP YOU SELL! 


FEDERAL PAPER BOARD CO. INC. 
LINDLEY DIVISION, MARION, INDIANA 











News of Personnel 








Guy Cole is new sales representa- 
tive for L. A. Clark Co., Seattle, 
Wash. His territory is the Seattle 
area. 


Edward Campbell of St. Louis is 
now sales representative in the Iowa, 
Missouri, Kansas, Oklahoma and north 
Texas territory for Tobias, Meyer 
and Nebenzahl, Inc., New York. 
TM&N produces syndicated newspa- 
per advertising services and direct 
mail for retail stores. 

The firm’s representative in the 
Northern California area will be Her- 
bert Fitch of San Francisco. 


John M. White will represent Gi- 
rard Perregaux in Montana, Wash- 
ington, Oregon, Idaho and Utah. 


Jerry Batt has been appointed 
western sales manager for the Shef- 
field Watch Co., New York. 


James E. Shriner takes over the 
newly created position of sales pro- 
motion manager for the Westclox Di- 
vision of General Time Corp. 


John E. Brayman has been named 
factory representative for the Her- 
schede and Revere Clock Companies. 
His territory will be California, Ore- 
gon, Washington, Arizona and Utah. 


Hye R. May has been named West 
Coast representative for Goldstein- 
Gerson. 


Rubin Schecter, who for 13 years 
covered New York State, New Eng- 
land and other areas for the Columbia 
Diamond Ring Division of Axel Bros., 
Inc., has been promoted to director 
of sales of Axel’s wholesale division. 
He will be in full charge of merchan- 
dising and sales in that division. 


Merle J. Harris will cover the East 
Coast from New York State to Flori- 
da for Beckerman & Lerner, manu- 
facturers of stone rings for jobbers 
and large chains. 


New product manager in charge of 
electric clocks for the Westclox Divi- 
sion of General Time Corp. is Jorgen 
von Holstein. He was formerly Chi- 
cago regional] sales supervisor. 

He succeeds Ronald E. Weaver, who 
was recently promoted to specialty 
sales manager. 


Charles Teitelbaum is new Mid- 
West salesman for Pearl Craft Jew- 
elry Co. and The Harold Co. He for- 
merly represented Bowman - Foster 
Co. in New York. 


Len and Pat Yanigan are new sales 
representatives for F. O. Merz & Co. 
While covering the states of Texas, 
Oklahoma, Louisiana and Arkansas, 
they will also keep the entire line 
on display at Room 2202 in the Dal- 
las Trade Mart. 


William F. Ferguson of Philadel- 
phia, formerly sales representative 
for Hamilton Watch Co. in Virginia 
and West Virginia, has been trans- 
ferred to the Georgia-Alabama sales 
territory. His headquarters will be 
in Atlanta. 

Richard L. Bennett is new Hamil- 
ton sales representative in Michigan, 
with headquarters in Grand Rapids. 

Richard R. Smith takes over most 
of Texas, and his headquarters will 
be in Houston. 


Richard L. Bennet Richard R. Smith 

New director of marketing for 
Wallace Silversmiths of Canada, Ltd., 
is D. Arnold Wilson. He will also 
have charge of sales operations for 
Hamilton Watch Co., Canada, Ltd., 
and General Plastics-Rudolph Novel- 
tv. His headquarters will be _ in 
Toronto. 


Neal L. Cooke will represent Harry 
Greenwold, Wallenstein-Mayer Co., 
Cincinnati wholesale jewelers in Vir- 
ginia, North Carolina and South 
Carolina. 





Former Shriro exec 
plans new company 


Morris J. Feldman resigned as 
vice-president of Shriro, Inc., as 
of Dec. 31, and intends to form a 
new electronic import company. 

The new firm will service a lim- 
ited group of wholesale accounts 
and buying syndicates, Feldman 
said. 

With Shriro since 1948, Feldman 
was one of the first to import and 
distribute Japanese transistor ra- 
dios in the U. §S. 
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‘Merry-Go-Round’ tie tack 
display marketed by Anson 


Anson’s new display for its tie tack 
line holds 36 gift-boxed tie tacks in 
three price ranges. 

The display is offered with 18 as- 
sorted $2.50 retail styles, 12 $3.50 
styles and six 14K gold $5 styles. 

The triangular unit displays four 
rows of three gift boxes on each of its 
three sides. It may be turned around 
for customer selection. 

The display, fully stocked, is $117 
Keystone. 

Contact your wholesaler. 


1847 Rogers Bros. announces 
winners of ‘Leilani’ contest 


Ten sales persons from around the 
country have received 54-piece “Lei- 
lani” services for eight as winners of 
a “selling feature contest” run in 
conjunction with the introduction of 
“Leilani” by 1847 Rogers Bros. 

Entrants ranked in order of im- 
portance six sales features for the 
pattern, then offered a seventh of 
their own. Each contestant received 
a “Leilani” serving piece. 

The winners are: Mrs. Isabelle 
Boggs, Burdine’s, Miami; Mrs. Helen 
Connolly, Leo Miller Co., New Or- 
leans; A. E. Curran, Slavick Jewelry 
Co., Los Angeles; L. B. Engemann, 
Marshall Field, Chicago Heights; J. 
H. Levi, Kay Jewelers, Alexandria, 
Va; Margarita Navarro, Feder Jew- 
elers, El Paso, Tex.; Mrs. Theresa 
Pytlewski, Schuster’s, Milwaukee; 
Violet Rockey, The Fair, Oak Park, 
Ill; Martha Standafer, Rogers & Co., 
Dayton, O.; and Nick Valavanis, 
Cousins, Inc., Hammond, Ind. 
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Croton uses husky to capture 
‘Antarctic’ theme for ads 


A snow-pelted white Husky dog 
with an “Antarctic” watch in its 
mouth sets the theme for consumer 
magazine ads by Croton Nivada 
Grenchen. 

The watch is the Antarctic/III, 
which the ad describes as “the husky 
watch that went to the Antarctic... 
(and came back slimmer .. . trim- 
mer).” 

Retailers who want a tie-in news- 
paper mat and window card may 
write Croton Watch Co., 404 Park 
Ave. S., New York. 


Swiss say radio contests 
attracted 340,000 customers 


More than 3400 jewelers, in coop- 
eration with local radio stations, 
helped pull in an estimated 340,000 
extra customers during the Christmas 
buying period, according to the Watch- 
makers of Switzerland. 

In a repeat of a 10-week contest 
held last spring before June weddings 
and graduations, the radio stations 
in 28 market areas—averaging 30 an- 
nouncements per week—lined up con- 
testants who had to visit jewelry 
stores to pick up various kinds of 
entry blanks. 

Here’s how two stations ran their 
contests: 

Cincinnati’s WCPO broadcast a 
“secret sound” at a_ specified time 
each week. Contestants had to visit 
jewelry store counters to pick up 
clues to identifying the sound. 

WCBS in New York City ran a 
written entry contest in which en- 
trants completed the phrase, “I would 


prefer my watch to be a Quality 
Watch because .. .” 

Some stations also offered prizes to 
jewelers from whose stores the largest 
number of entries were submitted. 

Prizes in the contest ranged from 
weekly awards of quality Swiss 
watches to grand prizes of refrigera- 
tors, TV sets and vacation trips to 
Miami. 


‘Feature Flex’ display expands, 
contracts, shows ring series 


A new motion display is now avail- 
able to show Feature Ring’s “Fea- 
ture Flex” diamond ring. 

The ring, which expands over the 
finger and contracts to a perfect fit, 
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is dramatized by movement of the 
model ring on the display. Both ring 
and the word “expands” expand and 
contract on the background of the 
display. Ring pads on either side 
show the matching diamond wedding 
and engagement rings available in 
the series. 

Display, designed in a Grecian 
motif, is constructed of persimmon 
and black velvet, accented in gold. 

Other items available to promote 
“Feature Flex” are photographic 
counter cards, ad mats, stuffers, and 
sales help manuals. 

For further information, contact 
your Feature Ring wholesaler or 
Feature Ring Co., Inc., 130 W. 46th 
St., New York. 


Toshiba radio does double duty, 
acts as broadcasting unit 


Transistor World Corp., national 
distributor for Toshiba radios, has 
announced dealer distribution of a 
new transistor radio that not only 
receives AM broadcasts, but acts as 
a broadcasting unit as well. 

According to the firm, the radio 
has been sales tested in limited areas 
and has won immediate consumer 
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acceptance. It is said to be especially 
useful as a baby tender, an alert in 
cases of confined illness, and a port- 
able public address system for home 
or business. With an optional con- 
verter, radio can be operated on or- 
dinary house current. 

Suggested list price, complete with 
batteries, earphone, microphone and 
leather carrying case, is $59.95. 


Gemex heart display designed 
for coming gift-buying season 


Gemex Precision Metals, Inc., has 
introduced a new display unit to 
show the firm’s newest designs of 
ladies’ adjustable yellow and white 
gold tubular watchbands. 

Display consists of red_ velvet 
heart with special tabs to promote 
sales for Valentine’s Day, Easter, 
Mother’s Day and Graduation. 

Display with six bands is 
Keystone. 

Contact your Gemex wholesaler. 


$43.20 


Heirloom offers special on new 
‘Grandeur’ sterling pattern 


Heirloom Sterling Division of 
Oneida Silversmiths is introducing its 
new “Grandeur” sterling pattern in 
March with a “one piece free—with 
every three” offer. 

Dealers and consumers may buy 
three pieces or place settings, and get 
duplicate items free. 

“Grandeur” is a traditional design 
and was the first choice of hundreds of 
women in market testing across the 
country, says Heirloom. 

In its introductory promotion Heir- 
loom is offering free displays, counter 
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cards, window banners, circulars and 
newspaper mats with 50-50 co-op ad- 
vertising. 

Consumer advertising is keyed to 
“A Tradition Worth Keeping.” It will 
feature a photograph of a mother and 
daughter reflected from the bowl of 
a “Grandeur” teaspoon. The full-page 
ads are scheduled for Glamour, Mad- 
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emoiselle, Seventeen, New Yorker, 
House & Garden, House Beautiful, 
Bride’s Magazine, Modern Bride and 
Bride & Home. 

The display for the new pattern has 
an outer frame of gold, while the in- 
ner oval frame is produced in antique 
gadroon with gold on white. A four- 
piece setting is mounted on a center 
panel of purple velvet and a swatch 
of royal blue velvet encircles the dis- 
play on the counter-top. 

The display alone may be purchased 
for $3.50 or be received free with a 
minimum order. 


Gruen offers shock resistant, 
dustproof crown on 1961 lines 


Gruen Watch Co. has added a 
patented shock resistant and dust- 
proof crown to all of the watches in 
its 1961 lines. 

The crown is designed to give the 
movement maximum protection 
against dust, moisture and stem break- 
age, says the company. 

Other standard protective features 
in Gruens are their unbreakable main- 
springs and anti-magnetic protection. 


Parker offers two displays 
for Eversharp, Parker pens 


The Parker Pen Co. has designed 
two displays for its products, includ- 
ing one which can be used for odds 
and ends in dealer inventory to fill 
out available space on the unit. 

The “Inventory Control Balancing 
Merchandiser” (ICBM) stands 24 
inches high and 19 inches high. 
Parker says it can replace up to a 


dozen individual pen displays, and it 
can be shipped partially filled. 

The unit is made up of a wire rack 
and merchandising cards, each of 
which locks onto the rack to prevent 
toppling. Other Parker merchandis- 
ing cards may also be locked onto the 
rack. 

The second display resembles a 
glazed tile, and is designed for Ever- 
sharp products. Measuring 14 by 22 
inches, it contains 24 “Reporter” ball 
point pens, 24 “Lightning” pens and 
six “10,000” cartridge fountain pens. 

It is also equipped with a storage 
area at the top for ball pen refills and 
Parker/Eversharp “Super Quink” 
ink cartridges. 

Contact your wholesaler. 


Bowl game football players 
carry home custom Hamiltons 


Members of the eight football 
teams playing in four New Year’s 
Day bowl games were given Hamil- 


ton wrist watches designating the 
players’ participation in the game. 

Dials were custom made for the 
Cotton Bowl in Dallas, the Sugar 
Bowl in New Orleans, the Tangerine 
Bowl in Orlando and the Bluebonnet 
Bowl in Houston. Bowl games offi- 
cials selected the dial designs which 
Hamilton executed in its Lancaster, 
Pa., plant. 


Zenith introduces all-weather 
synthetic clock oil, "8 RSE’ 


Zenith Mfg. and Chemical Corp. 
has developed an all-weather clock oil 
which will be marketed either plain or 
with a “Molybdenum” additive. 

It was developed for fine mechan- 
isms subjected to extreme tempera- 
tures—from —35°F up to 350°F, in 
dry or humid areas. 

Other features the manufacturer 
claims for the oil are that it is non- 
galvanic, non-gumming, non-corrosive, 
and extremely slow drying. 

The plain oil is called “8 RSE,” 
while “8 RSE (M)” designates oil 
with the “Molybdenum” additive. 

It will be marketed through watch 
materials jobbers, retailing for $1.50 
an ounce, $4.50 for four ounces. 

Contact your wholesaler or Zenith 
Mfg. & Chemical Corp., 82 Beekman 
St., New York. 
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Amity's new billfold display 
is free with minimum order 


Amity Leather Products is includ- 
ing a fully stocked and set up display 
with assortments of six billfolds in 
three of its series. 

The unit is constructed of metal 
and masonite. While it stores all six 


Leuther 
Billfotcda«a 


billfolds in the assortment, it displays 
three. The firm says it is pilfer proof. 
Promotion 0123, shown here, con- 
sists of six men’s $5.95 retail “Direc- 
tor” billfolds. Assortment 0121 con- 
sists of six women’s billfolds and 0122 
is another assortment for men. Each 
is $29.70 Keystone. 
Contact Amity Leather 
Co., Inc., West Bend, Wis. 


Products 


New Universal electric series 
will have 25-year guarantee 

Landers, Frary and Clark, makers 
of Universal electric products, has an- 
nounced plans for a new line of house- 
wares which will be guaranteed for 25 
years. 

LF&C President Harry T. Silver- 
man said, when making the announce- 
ment of the warranty, “In producing 
a line of products to merit a 25-year 
guarantee, we are committed to the 
manufacture of the best ... a trust 
fund for our future.” 

Products in the regular Universal 
line, moreover, will be given a seven- 
year guarantee. 

The products in the new series will 
be announced soon. 


Shoppers look twice at display 
for Oneida's ‘Chateau’ pattern 


A double-take is in order when a 
customer catches his first glimpse of 
Oneida’s new flatware pattern. 

He’s told, “Look again! It’s stain- 
less!” 

The pattern closely resembles pat- 
terns most often found in sterling or 
silverplate lines. 

Its stand-up display holds a three- 
piece setting on a dark mulberry 
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background within a plastic antique- 
finish gold frame. 

Display is designed for counter or 
window use and comes complete with 
the three pieces of stainless. 

Oneida says the pattern is the most 
thoroughly market tested of its stain- 
less lines. It also required a new 
finishing process because previously- 
used processes were unsuitable for 
the intricate design. 


Forstner markets new expansion 
watchband line—'Aristo-Flex’ 


Forstner has used its “Herculock” 
links as a primary feature of a new 
line of men’s thin expansion watch- 
bands. 

The series is made in yellow 10K 
gold-filled and stainless steel. The 
series will be advertised in a radio, 
TV and national magazine promotion. 

A 16-band assortment including six 
gold-filled and 10 stainless steel mod- 
els, is offered on the display card 
shown here for $107.40 Keystone. The 
bands retail from $5.95 to $9.95 each. 

Contact your wholesaler. 


Mido produces 40-second movie 
for TV spots, theater screens 


Mido Watch Co. has completed a 
color movie entitled “Busy Life” 
which will be released soon to jewel- 
ers for use as a TV spot announce- 
ment or for showing on theatre 
screens. 

The “Ocean Star’ Mido watch is 
featured in a little more than 26 sec- 


onds of a busy life of sports, business, 
romance and entertainment—without 
losing a second. 

A segment at the end of the com- 
mercial allows time for a retail store’s 
own sales message, name and address. 

For further information contact 
Mido Watch Co. of America, Inc., 580 
Fifth Ave., New York. 


I. Kassoy markets diamond lamp 
with incandescent, black light 


I. Kassoy has put on the market a 
combination diamond light which can 
be used for incandescent or black 
lighting of diamonds on the work 
bench or display counter. 

Two models of the lamp are offered. 
With a 100W daylight bulb and a 22W 
circline black light, it is $25. 

A model with a 45-inch flexible arm 
for surface mounting or clamping to 
the edge of a table is $33 complete 
with bulbs. 

Either may be used with both black 
and incandescent lamps for an arti- 
ficial daylight source, or the black 
light alone to display fluorescence in 
stones. 

Contact I. Kassoy, Inc., 7 W. 45th 
St., New York. 


Bulova develops ‘packaged’ 
contests for sales personnel 


Retailers who need “instant” incen- 
tive contests for their sales personnel 
are the target of a new Bulova pro- 
motion. 

The watch company has developed 
four contests, each of which may be 
used in a series of incentive drives 
by sales managers of jewelry stores. 

A contest package contains an out- 
line of the contest theme, details on 
how to conduct it, suggested promo- 
tional materials and literature, and 
appropriate Bulova prizes. 

The “Radio Roulette” contest has as 
its prizes table model transistorized 
radios or electric clock radios; stereo 
phonographs are the awards in 
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“Stereo Sales-O-Rama”’; 
and “First Lady” watches are award- 
ed in the “President’s Choice” contest; 
and engraved trophy boxes are the 
awards in the “Lucky Minute Sweep- 
stakes.” 


Belforte's ‘Nobility’ series 
will be offered at $14.95 


Belforte, a subsidiary of Benrus, 
has introduced a new watch series, 
“Nobility,” which will retail for 
$14.95. 

The watch features a seven-jewel 
movement and an all-steel escapement. 

In other Beiforte series, produced 
in Benrus’ Swiss factory, the $19.95 


Darn 


“President” 


“Voyager” line has received several 
refinements. The watches have steel 
escapements, 17-jewel movements 
with all-ruby jewels, extra large bal- 
ance wheels, unbreakable main- 
springs, a shock-proofing system and 
an anti-magnetic feature. 


1847 Rogers Bros. re-opens 12 
old patterns for special orders 


Special-to-order service on 12 old 
1847 Rogers Bros. patterns is being 
offered through Feb. 28, with delivery 
by August, the company has an- 
nounced. 

It is the first time in four years 





Sure you can, but there comes a time when repairs 


It! 


1 


are no longer feasible. Even watches quit run- 
ning, old gold jewelry wears out, styles in optical 
frames change...and there’s just nothing you can 


do with precious metal scrap except to recover its 


valued content. At Goldsmith Bros. we’ve been 


refining precious metal and paying highest prices 


to jewelers for over 90 years. ... For dependable 


returns and checks that satisfy, ship Goldsmith. 


Remember to include your sweeps, polishings, 


sink settlings, filings, etc. 
Over 90 years 


DIVISION OF NATIONAL LEAD CO. 


of service 


111 N. Wabash Ave., Chicago 2, Ill. ¢ 74 W. 46th St., New York 36, N.Y. 








the company has offered the service 
on “Old Colony,’ “Ambassador,” 
“Anniversary,” “Ancestral,” “Ar- 
gosy,”’ “Legacy,” “Her Majesty,” 
“Marquise,” “Lovelace,” “First Love,” 
“Adoration,” and “Eternally Yours.” 
The firm also has tie-in sales ma- 
terial for the promotion including 
imprinted billing leaflets, point-of-sale 
display, banners and newspaper mats. 
Contact your wholesaler. 


Rehberger issues 56-page 1961 
catalogue of trophy lines 


A. C. Rehberger Co. has published 
its 1961 catalog of Reh-craft tro- 
phies, plaques, cups, merit recogni- 
tion awards and advertising special- 
ties. 

Among the new features of the 
two-color book is a line of ebony wal- 
nut base trophies for all occasions 
and a four-page section devoted to 
product replicas, insignias and trade- 
marks. 

The catalog illustrates all items 
and gives complete specifications with 
retail prices. 

Contact A. C. Rehberger Co., 2134 
N. Magnolia Ave., Chicago 14, III. 


Shefheld markets wardrobe 
of watches for all occasions 


Sheffield Watch Co. has packaged a 
complete “Fashion Wardrobe” of 
watches for wear on any occasion. 

The package has been designed so 
the entire wardrobe retails for less 
than $100. They are available for 
both men and women. 

In the men’s package is a money 
clip watch, sports watch, cuff link 


watch, and dress model in white or 
yellow finish. 

The women’s package has a brace- 
let, sports, cuff, necklace, and every- 
day timepiece. 

The firm is making the units avail- 
able for Mother’s Day, Father’s Day, 
Easter and graduation. 

Any watch is interchangeable, de- 
pending on the customer’s preference. 

Contact Sheffield Watch Co., 663 
Fifth Ave., New York. 
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MODERN EXTERIOR of 
Johnson's Jewelers. 





JOE LEE, PARTNER, 
Johnson's Jewelers. 


“Our lalional Charge 


Posting-and-Cash Control System 
saves us*°2,000 a year... 


returns 110% annually on investment!”’ 


—Johnson’‘s Jewelers, Raleigh, N. C. 


“Our old method of handwritten 
records, posting to ledger cards and 
sending out statements, provided 
many opportunities for error and 
was time consuming. Our National 
System has completely solved these 
problems. 

“The National System posts the 
charge to the customers’ account rec- 
ord and statement. At the time the 
sale is recorded on the register, 
amounts are accumulated into selec- 
tive department totals. Sales tax is 
also recorded. This system prevents 
former forgotten charges, or lost and 


misplaced tickets, and provides the 
customer with an accurate, register- 
printed receipt. 

“By providing a simple and accu- 
rate method of handling cash and 
charge sales, the National System 
consistently saves us at least $2,500 
a year, returning 110% annually on 
our investment.” 

ae 


( Jee_AwsX_ 
Partner, 
Johnson‘s Jewelers 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES @ 77 YEARS OF HELPING BUSINESS SAVE MONEY 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1961 


THIS NATIONAL SYSTEM posts 
charges at time of sale. 


Your jewelry store, too, can benefit from 
the many time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through 
savings, then continue to return a regu- 
lar yearly profit. National's world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow sir 
pages of your phone book.) ” oe 


*TRAOE MARK REG. U. S&S. PAT. OFF. 


* 


Sational * 


CASH REGISTERS 
ADDING MACHINES + ACCOUNTING MACHINES 
ELECTRONIC DATA PROCESSING : 
wer Paper (No Carson Reauineo) 








By Henry B. Fried 
JC-K Horological Consultant 


REPAIRING 
BULOVA’S 
“ACCUTRON” 


(PART IV in a series) 


Here is a discussion 
of all the possible 
malfunctions 

in the timepiece— 
and how to remedy 


each of them 


with proper equipment 


® WHEN THE ACCUTRON mal- 
functions, the trouble will prob- 
ably lie in two main divisions— 
the indexing mechanism and 
train of gears, or in the elec- 
tronic circuit with its electro- 
magnetic unit and tuning fork. 

Since proper diagnosis is so 
important before the watch- 
maker begins his work, Bulova 
recommends the following kit 
(obtainable from American 
Time Products). It consists of 
a microscope which has proper 
features for examining the in- 
dexing mechanism; a special test 
set for checking power cell volt- 
age and electronic circuit opera- 
tion, and to provide a special 
voltage for checking and adjust- 
ing the indexing mechanism; a 
special holder-jig which gives 
maximum protection to the 
movement during servicing and 
adjustment; an index finger 
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Figure 25 


post wrench; and a waterproof 
case wrench. 


Microscope Needed 


The most critical test in the 
diagnosis of Accutron malfunc- 
tions is the check on the index- 
ing mechanism, mentioned so 
often before. The index wheel is 
not only small (just under 
1/10th of an inch), but it con- 
tains 300 teeth which are only 
1/1000th inch apart. The jewels 
of the index and pawl fingers 
are only 7/1000th of an inch 
square and only 1/500th of an 
inch thick. These dimensions are 
too fine to be seen objectively 
with the naked eye, or even with 
the most powerful bench loupe. 
Therefore, it will be necessary 
to use a microscope to magnify 
the unit sufficiently to check its 
functioning. (After checking 
the indexing mechanism, the ac- 


tual adjustment can be made 
with a loupe if preferred.) Any 
microscope can be used if it has 
these qualifications: 20 to 3 
diameters magnification, a wide 
field upright image, and ap- 
proximately two-inch working 
distance. Generally, biological 
and metallurgical microscopes 
are unsuited for watch repair 
because they have a small field, 
short focal length and working 
distance, and give an inverted 
image. The recommended type 
of microscope is shown in Fig- 
ure 25. 

A second piece of equipment 
needed is shown in Figure 26. 
It has three important func- 
tions. First, it is used as a volt- 
meter to check power cell volt- 
age. Second, it can be used to 
check the current that is drawn 
by the electronic circuit and in- 
dicate its operating condition. 
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Figure 26 


Third, it is used to supply 
smaller amounts of power for 
the adjustment of the indexing 
mechanism. Figure 26 shows a 
clip to hold the power cell dur- 
ing testing and a meter reading 
either “volts” or ‘“microam- 
peres” with areas marked 
“O.K.”’ which also show the cor- 
rect value of both areas. In ad- 
dition, it contains a two-position 
meter control switch. When the 
switch is in the upper position 
the meter reads voltage. When 
the switch is in the lower posi- 
tion, the meter indicates the 
current in microamperes. A two- 
wire lead, terminating with a 
spring clip, is provided for at- 
tachment to the movement. To 
complete the apparatus, there is 
a two-position switch controll- 
ing the output to the lead. 

In normal amplitude position, 
normal power cell voltage is ap- 
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plied to the clip. The meter will 
then read normal power cell 
voltage and current. In low am- 
plitude position, the power cell 
voltage is reduced for use in the 
adjustment of the indexing 
mechanism. (Instructions in its 
use will follow later). 

A movement holder with spe- 
cial molded surfaces on the bot- 
tom and top is an essential spe- 
cialized piece of equipment for 
use with the Accutron. For ex- 
ample, it prevents damage to the 
indexing mechanism and per- 
mits removal of the tuning fork 
and coil circuit assembly. This 
holder must be used in remov- 
ing the coil and fork to prevent 
damage to the delicate mech- 
anism. One side of the holder 
contains a “‘nest”’ which receives 
the coil and fork assembly. The 
holder has a locating key (Fig- 
ure 27) so the movement is ac- 


curately positioned. This holder 
is also a ““must” when checking 
and adjusting the important in- 
dexing mechanism. The notch in 
the side of the holder is de- 
signed to permit the spring clip 
of the test set to be attached to 
the movement. 

A regular waterproof wrench 
to fit the case back is also part 
of the kit. The kit is completed 
with the addition of a special 
wrench (shown in Figure 28), 
an aligning tool. Its tip is hol- 
low and is designed to align the 
index jewel finger. In use, it is 
placed over the end of the finger 
post on the tuning fork tine and 
gently stressed in the direction 


LOCATING KEY 


Figure 27 


Figure 28 


which will align the index jewel 
properly. 

(All the parts of the kit may 
be purchased from American 
Time Products, a subsidiary of 
Bulova. Also available is a 
WatchMaster modification kit, 
which breaks down Accutron’s 
360 cycles a second to 7.2 cycles 
a second—which in turn regis- 
ters on the WatchMaster for 
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precise timing and regulation.) 


Diagnosis 

With the exception of a 
broken crystal or loose hands, 
the possible causes for com- 
plaints on this watch will be: 

(1) It loses or gains a few 
seconds a day; 

(2) It gains or loses more 
than a minute a week; 

(3) It has stopped. 

Unlike ordinary balance wheel 
watches that can have large 
timing errors regulated out, the 
Accutron has no wearing con- 
ditions or environmental effects 
to affect timing more than a few 
seconds a day. If the Accutron 
has stopped, be sure to listen 
carefully for the characteristic 
hum. If you can hear it, the 
power cell and the electronic 
circuit are operating, and the 
fork is vibrating. Perhaps, then, 
the trouble is in the mechanical 
system—possibly in the index- 
ing unit or the gear train. 

On the other hand, if the 
watch is silent there may be 
some malfunction in the power 
cell, electronic circuit or tuning 
fork. Like all diagnoses (or in 
murder mystery stories), the 
process of finding the “guilty 
party” is to eliminate suspects 
and narrow the field down to 
one “culprit.” So it is with this 
watch. The _ trouble - shooting 
chart on the opposite page is 
submitted here to acquaint the 
watchmaker with all possible 
malfunctions. 

@ The post on the tuning fork, 
its projecting spring-finger and 
jewel assembly, as well as the 
spring-finger and pawl jewel, 
are very delicate. Therefore, 
when removing the hands, be 
careful neither to let the train 
spin forward nor force it back- 
ward—this will damage the in- 
dexing mechanism. Avoid un- 
necessary handling, but when it 
is absolutely necessary to handle 
them, be cautious. If it is nec- 
essary to handle the indexing 
wheel (for instance, when it has 
dirt on its teeth) be especially 
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careful in removing it. To avoid 
damaging the very fine teeth, 
never grasp the wheel with 
tweezers. Instead, handle the 
wheel by grasping the pinion. 
@ In removing the coil assembly 
do not scratch or pierce the in- 
sulation on the wires or coils. 

@ Do not demagnetize an Ac- 
cutron or subject it to any high 
strength magnetic fields. Since 
this watch is based on electro- 
magnetism, anything affecting 
the permanent magnets on the 
tuning fork will also seriously 
affect the operation of the time- 
piece. 

@ Keep anything made of steel 
away from the tines of the tun- 
ing fork. The tine magnets are 
very powerful and will attract 
themselves to larger steel ar- 
ticles. Even the smallest mag- 
netic particles may damage the 
fork or affect the timing. 

@ Do not oil the teeth of the 
index wheel or the pawl or in- 
dex jewels. 

@ Do not bend the tines of the 
tuning fork. It will so seriously 
affect its timekeeping ability 
that it will have to be replaced. 


Testing 

Here’s how to test the Ac- 
cutron: 

First, use a dime to open the 
power cell hatch (not a screw- 
driver which may scratch the 
case). Remove the power ceil. 
Next, remove the locking ring; 
use the waterproof wrench to 
free the back and its gasket. 
The movement will come out of 
the case when the dial is turned 
up. 

The first step in using the 
test set is to check power cell 
voltage. Place the cell in the clip 
at the front of the test set case. 
The right hand switch should be 
turned to “Normal Amplitude” 
and the meter control switch to 
“Read Power Cell Voltage.” 
Read the power cell voltage on 
the right hand scale. If the volt- 
age reading is in the “O.K.” 
area of the scale (1.25v to 
1.45v) it is all right. 


To check the electronic cir- 
cuit, remove the movement from 
its case. Place the movement in 
its movement holder dial side 
down with the power cell recess 
adjacent to the notch in the side 
of the holder. With the power 
cell still in the test set clip, con- 
nect the spring clip at the end of 
the lead to the movement so the 
center finger touches the con- 
tact in the center of the power 
cell recess. This connects the 
power cell to the movement 
through the meter. The meter 
will give a reading of current 
on the left-hand scale. 

Sometimes it may be neces- 
sary to tap the movement 
slightly to start the tuning fork 
vibrating after connecting the 
clip. The current reading should 
be in the “O.K.” area of the 
scale (4.5 to 7.0 microamperes). 
If the movement be warmer 
than average room temperature 
(from nearness to a lamp bulb 
or being held in the hand) it 
may cause a reading higher 
than the “O.K.” area. Let the 
movement cool to room tem- 
perature for a half hour and re- 
check it. 

The purpose of checking and 
adjusting the indexing mecha- 
nism is to control the alignment, 
depth of engagement, and dis- 
tance between the index and 
pawl jewels. Figure 29 shows 
how to expose the index mecha- 
nism. First, remove the safety 


w— SAFETY BRIDGE 
-_ 


Figure 29 
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‘ACCUTRON’ TROUBLE-SHOOTING CHART 


SYMPTOMS 


Gaining or 
losing a few 
seconds per 

day 


POSSIBLE CAUSES 
(in order of probability) 


Abnormal wearing habits 
or 
Improper regulation 


DIAGNOSIS PROCEDURE 


REMEDIAL ACTION 


Regulate 





Stopped; 
no hum 


. Defective or worn- 
out Power Cell 


. Faulty electronic 
circuit (open) 


. Mechanical block 
age of train 


. Mechanical block- 
age of tuning fork 


. Faulty electronic 
circuit (short) 


Check Power Cell voltage 


If low or no voltage, Power Cell is defective 
If voltage normal, check current 


lf no current, electronic circuit is faulty 
If current is high, check train freedom 


If train doesn’t move, there is mechanical blockage 
If train is free, check for blockage of tuning fork 


If tuning fork blocked 








lf no blockage of tuning fork, electronic circuit 
is faulty huis 





Replace Power Cell 


Replace complete coil assembly 
(Part No. 711) 


Find mechanical blockage and 
remove it 


Find blockage and remove it 


Replace complete coil assembly 
(Part No. 711) 





Stopped; 
but hums 


. Defective or worn- 
out Power Cell 


. Jewel disengaged 
from index wheel 


. Mechanical block- 
age of train 


. Indexing mechan- 
ism maladjustment 


. Dirt on index 
wheel 


Check Power Cell voltage 


If voltage low, Power Cell is defective _. 





lf voltage normal, open case .. . expose index 
mechanism... . and examine under microscope 


If index jewel or pawl jewel disengaged from index 





lf jewels appear normal, check train freedom 
If train is blocked 


If train is free 


If train is free, and adjusting indexing mechanism 
does not correct trouble, tap movement lightly 
with pencil to increase fork amplitude, while 
observing closely with loupe. If index wheel 
rotates once and then stops again, this is evi- 
dence of dirt on index wheel tooth 





_ Replace Power Cell 


Lift jewel back into position 
with needle, and check indexing 
mechanism adjustment 


Find mechanical blockage and 
remove it 


Check indexing mechanism 
adjustment and readjust where 
necessary 


Remove index wheel and lower 
with wire into ultrasonic 
cleaner; or clean entire movement 





Gains or 
loses 
excessively 


. Indexing mechan- 
ism maladjustment 


. “Loose” screw on 
magnet of tuning 
fork 


. Damage to, or dirt 
on, tooth of index 
wheel 


. Mechanical inter- 
ference with train 


. Mechanical inter- 
ference with tun- 
ing fork 


. Faulty electronic 


Check adjustment of indexing mechanism 


lf maladjusted 
lf normai, check current with Test Set 


If current is normal, time accurately for one hour. 


lf slow, check for presence of loose screw on 
magnet of tuning fork 


If no loose screw is found on magnet it may in- 
dicate presence of dirt on, or damage to, index 


if current is high, disengage index jewel from wheel, 
by bending index finger, and check current again 


lf current drops to lower end of “O.K.” area 
or below, there is mechanical interference with 
the train 


. Readjust indexing mechanism 


_ Find screw and remove 


f watch has not been tampered 
with, remove index wheel and lower 
with wire into ultrasonic cleaner; or 
clean entire movement as described, 

If this does not correct 
trouble, check index wheel for 
damage by examining under 
microscope, using illumination 
from below. 











If current remains high, check freedom of tuning 
fork 


If tuning fork not free _ 


If tuning fork free, electronic circuit is faulty 


“ 


Find interference and remove it 


Find interference and remove it 


Replace complete coil assembly 








circuit | (Part No. 711) 
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PAWL BRIDGE CAM 
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PAWL BRIDGE LOCK SCREW 
PAWL BRIDGE 


PAWL ADJUSTING 
BRIDGE SCREW 


INDEX GUARD 


tate the pawl bridge cam until 
the pawl is brought into contact 
with the wheel. 

Under the microscope, check 
both jewels to be sure the fin- 
gers are straight. Also ascertain 
that the jewels are centered on 
the wheel and perpendicular to 
the wheel as shown in Figure 
31. If they are. off - center, 














Figure 31 


straighten them with the index 
finger post wrench. Place the 
wrench over the post on the tun- 
ing fork tine. Stress it gently 
to center the jewel on the wheel. 
The pawl jewel can be centered 
by bending its finger post (see 
Figure 32) with tweezers. If 











bridge which is held by one 
safety bridge screw. Loosen the 
index guard screw as shown in 
Figure 30 and turn the index 
guard away from the wheel 
(guard should only be turned 
out of the way—not removed). 
Be careful not to hurt the in- 
dex or pawl fingers which run 
through the guard (see Figure 
39). Loosen the pawl bridge 





, INDEX GUARD 


(8 


man—~,;,; 


PAWL FINGER 





INDEX 
FINGER 











Figure 35 
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Figure 30 











Figure 32 


locking screw slightly, but leave 
the pawl adjusting bridge screw 
tight as shown in Figure 30. 
Observe the movement under 
the microscope to make certain 
that the pawl is engaged with 
the index wheel. The pawl must 
be engaged with the index wheel 
so the latter will remain sta- 
tionary during the check for en- 
gagement. If it is engaged, ro- 
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either jewel is not perpendicular 
to the plane of the wheel, cor- 
rect it by lightly twisting the 
jewel finger close to the point 
where it is pinned (don’t touch 
the jewel itself). i 


Next month, the final article 
in this series will show how to 
check the engagement, how to 
clean the Accutron, and assem- 
bly and disassembly methods. 
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MARCH IS WATCH INSPECTION MONTH 





























FOR 


bo ggg tn PROVE the condition of the customer’s watch 


ts beth Sede et seal wand when brought in... Prove the excellency of your 
and new merchandise sales, work when finished, with printed chart records 


4 00s oe made by the watch, itself, on the NEW — 


streamer, mats, promotional 
ideas, FREE, on request. 
YOUR WATCHMASTER SERIAL 


NUMBER MUST BE STATED 
ON YOUR ORDER. 


DRUM AND TAPE MODELS 
GUARANTEED ACCURATE TO 1 PART IN 100,000 
ODD BEAT WATCH SETTINGS 


ASK YOUR LOCAL WATCHMASTER Products of 


REPRESENTATIVE ABOUT OUR NEW Ar TT? . . 
meat tmAbEae PCuIET one American Time Products. Ince. 


OLD-MODEL WATCHMASTERS. 61-20 Woodside Ave., Woodside 77, L. 1., N. Y. 


WATCH-RATE RECORDERS - ULTRASONIC WATCH CLEANERS - ULTRASONIC JEWELRY CLEANERS - MAGNETISM ELIMINATORS 
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A 


WORKSHOP 
QUESTIONS 
and ANSWERS 


ENDLESS BELTING—Where may 
1 obtain endless belts for the 
watchmakers’ lathe? I am con- 
stantly faced with belts that 
break and come apart, and feel 
there simply must be a better 
way.—W. C. Mount, Charlottes- 
ville, Va. 

Answer: Endless belting is of 
no use to the watchmaker unless 
he has an outside pulley similar 
to those used on some German 
lathes or the wartime Rivett 
lathes. These belts are not made 
to various lengths for you to 
adapt easily to your needs. How- 
ever, if you wish to try, go to 
any sewing machine store which 
has endless belts that may be 
adapted to your needs. Also, the 
plastic belting sold by your sup- 
ply dealers are fairly good. 
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These may be heat welded to 
form a very sturdy bond. To 
form a secure junction of the 
plastic belt, heat a butter knife 
until it starts to turn color 
(about 500°F) ; then press both 
ends of the plastic belt against 
the blade. This is best done with 
the handle in the vise and both 
ends pressed against each other 
with the warmed blade between 
them. Slide both ends across the 
blade until they meet at the 
blade top. The trick is to let the 
bond cool for at least 15 min- 
utes. Most breaks occur because 
the impatient watchmaker will 
not give the plastic a chance to 
assimilate. 


*K * *K 


CROAK Y—I have a German West- 
minster chime clock in which 
one of the rods no longer gives 
a musical tone. Rather, it makes 
a dull flat sound. Where may I 
obtain a replacement—or can 
this be repaired to restore its 
tone ’?—I. J. Hix, Selma, Ala. 

Answer: If your chime rod 
sounds unmusical or flat, it is 
because it is loose or cracked at 
the base; or it may have a fis- 
sure. Also, someone may have 
heated it and spoiled the proper 
temper. A new chime rod can 
be made from tempered brass 
rod or carbon steel “drill-rod,”’ 
which is the same thickness as 
the original (most likely l% 
inch). It should be tapered at 
the end similar to the other rods 
and fitted into its clamp-block. 
In some cases, it is first thread- 
ed and then made secure by a set 
screw. Before inserting it into 
the clamp block, place it in the 
vise for tuning. 

The length of the rod and its 
thickness determine its. tonal 
rank and quality. Sometimes 
the tone can be shaded by taper- 
ing or filing it near the base. 
Tapping it with a metal object 
while the tapered end is held 
securely in the bench vise will 
give you the tone. 

Before inserting the new rod, 
be careful first to clear the hole 
in the clamp, since it may be 
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clogged by part of the old rod. 
Also, determine whether the 
taper of the rod and the hole in 
the clamp are perfectly matched, 
or the tone on the new rod will 
sound just as flat as the one 
you are replacing. Infrequently, 
the tone fault is due to its lack 
of security in the clamp block. 
Investigate this thoroughly be- 
fore you discard your old rod or 
insert the new one. 

In some cases, I have seen a 
loose or poor rod restored par- 
tially by soldering its end to the 
anchoring base. This certainly 
is not a good way of doing it, 
but if the job does not call for 
quality work, it may pass as a 
hasty, cheap expedient. Grind- 
ing the rod or filing it near the 
base will also dress up the tone 
of the rod. Replacement rods 
are not desirable since they 
seldom match old ones in tonal 
sequence or song. However, it is 
possible to buy a complete set 
attached to a clamp which may 
be attached to the case for a 
complete new job. 


* *K * 


PRECIOUS SCRAP—To which 
branch of the U. S. Mint do I 
send gold filled scrap? How 
much do I need in order to have 
a certain amount of solid re- 
fined by the mint?—D. Kroker, 
Fresno, Calif. 

Answer: The U. 8S. Assay of- 
fices in various parts of the 
country are: New York City 
(for Connecticut, Delaware, 
Maine, Massachusetts, New 
Hampshire, New Jersey, New 
York, Rhode Island, Vermont 
and Wisconsin); Philadelphia 
(for Illinois, Indiana, Kentucky, 
Maryland, Missouri, North Car- 
olina, Ohio, Pennsylvania, South 
Carolina, Virginia, West Vir- 
ginia, and District of Colum- 
bia); New Orleans (for Ala- 
bama, Arkansas, Florida, Geor- 
gia, Louisiana, Mississippi, Ten- 
nessee, and Texas) ; Denver (for 
Colorado, lowa, Kansas, Minne- 
sota, Nebraska, New Mexico, 
North Dakota, Oklahoma, South 
Dakota, Utah, and Wyoming) ; 
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NEW! NEWALL 
FOILBACK 
ASSORTMENT 


Foil Back Stones 


No. 417—one gross A M C stones. 
crystal only, | to 5.4 mm sizes, 
12 bottle cabinet 

No. 419-——one gross round colored 
A M C sstones, | to 5.4 mm 
sizes, 12 bottle cabinet. .$2.50 

No. 421—combines the No. 417 
and 419 in a 24 bottle cabinet 

$4.25 

No. 423—one gross round Aurora 
Borealis in a 12 bottle cabinet 
| to 5.4 mm sizes 


ORDER FROM 
YOUR NEWALL JOBBER 








_ SMAeO D AL 








SINCE 1877 
BOWMAN 
« TECHNICAL 
SCHOOL 


, Courses in Watch- 
making and repair- 
ing 
y t 
Cc. E. BOWMAN, Prineipal anne ” 


INDIVIDUAL INSTRUCTION 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 
“Your Future & Our School" Bowman Bidg., Lancaster, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterans & State Rehabilitation 














ACON@ 


THE GUARANTEED WATCH CROWN 


ACON watcu crown co. 


50 Eldridge $?., New York 2 
“e ’ N. 
Conutotorere of Gold Filled Crowns " 
ete line including waterprools 
Seld through Wholesolers & Jobbers 


ulch, Case 


We repair all types of cases, chrono- 
graphs and stainless, and make coil 
springs for cases. We aiso sell used 
replacement movements 


Write for ‘Information 
BECKER-HECKMAN COMPANY 














39 East Madison Street Chieage 2, Illinois 
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San Francisco (for Arizona, 
California and Nevada); and 


Seattle (for Idaho, Montana, 


Oregon and Washington). Write 
to any of these offices or to the 
Treasury Department, Wash- 
ington, D. C., for details of 
their reclaiming services. Filled 
or rolled gold stock generally 
brings about 25 to 75¢ an ounce, 
depending on the quality of the 
scrap. The assay offices charge 
for refining. The more gold in 
the scrap, the better return you 
will get—and the government 
charges will be correspondingly 
less. The government does not 
buy electroplated stock, and 
most refiners do not seek such 
work. At best they pay about 10 
or 15¢ an ounce (not a penny- 


weight). Before sending stock | 
to the assay offices, remove | 
whatever non-metal or base | 
metal parts as you can to lower | 


the refining charges. At any 
rate, a list of instructions will 
be sent to you upon your re- 


quest. Incidentally, they do not 


buy platinum. 
* * * 


LICENSE REQUIRED ?—Is a watch- 
maker required to have a license 
to practice in California or Ari- 
zona ?—Leo Carrol, Cambridge, 
Mass. 

Answer: Neither state has 
enacted legislation requiring li- 


censing of watchmakers. 
* so ad 


TOUCHSTONE —- I recently pur- 
chased a copy of Engraving on 
Precious Metals in which “Wa- 
ter of Ayr stone” was men- 
tioned. Could you send me 
names of firms in this country 
from which I can obtain this 
item ?—Raymond Heath, Toledo 
12, Ohio. 

Answer: Water of Ayr stone 
is a fine, slate-like stone used 
with water to finish brass and 
other soft metals. It is mined in 
Stair, Scotland. It is sometimes 
used as a touchstone. A finer 
and closer grained form of the 
stone is Montgomeriestone. It 
may be obtained from your job- 
ber or from William Dixon, 32- 
42 E. Kinney St., Newark, N. J. 


FRIED’'S 


oliectors 
orner 











articles made in this 
century are already collectors’ 
items. Such, for instance, are 
the karrusel or turbillon watches 
discussed in a major article by 
this author only recently. Kar- 
rusels are no longer made, but 
the exquisite skill necessary to 
producing them (as well as their 
interesting mechanical action), 
make them sought after. I have 
a fair-sized collection of clocks 
and watches, and among this 
collection are numerous 20th 


CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 











_ ling patterns. We are interested in any 


quantity, large or small—active, inactive, 
obsolete. new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 
calls for older sterling patterns 
that are no longer available. 

Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 


a 
Reaferen e: Dun na Bradstree ; 


First National Bank of Memph 


Julius Goodman & Son 
Memphis Jewelers Since 1862 


113 MADISON AYE. ° MEMPHIS, TENN. 








| COIN FRAMES | 


Largest selection in the coun- 
try of fancy and plain 14kt 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for free catalog or see “Jewel- 
ers Guild Catalog, Book 5, 
pages 12 & 13. 


Wideband Jewelry Co. 


37 West 47th Street, New 
York 36, N. Y. Dept. 12 
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Century items I prize as well as 
some timepieces from the 17th 
Century. 

What makes a “modern” item 
collectable? It must be unusual, 


beautiful, rare and the subject 
of interest by other collectors. 


AWHILE—I am the 
owner of what I think is a 
rather old watch. When the 
pendant is depressed, the watch 
rings the hour and nearest quar- 
ter. The figures move to strike 
bells (actually the gongs are 
struck from the inside). It is 
key wound and bears the name 
Vacher A’Paris N5394. Any in- 
formation? — L. LePorta, Wa- 
terbury, Conn. 

Answer: Your watch is one 
of the typical French “Auto- 
mata” of the 1810-1830 period. 
It is now becoming rare. We 
cannot tell you how much it is 
worth or how much it will bring 
because it is not our policy to 
It resembles one I re- 
acquired and is_ very 


HOLD IT 


do so. 
cently 


much like those of many other 
collectors. However, if you can 
hold on to it for a few more 
years, they will surely go up in 
value considerably. 

x oe  * 
BOOKS FOR PUTTERERS — Would 
you supply the name of a publi- 
cation which would be useful for 
the owner of a nice collection of 
old clocks who likes to putter 
around with them. He has no 
knowledge of clocks and would 


like a book with the names, de- 
scriptions, cross sections, etc. 
The local library in Rochester is 
unable to help.— Mrs. J. Lee 
Folts, Mount Morris, N. Y. 

Answer: Here are two good 
books that cover this field: 
Watch and Clock Repairing by 
Gazeley and Practical Clock Re- 
pairing by deCarle. Incidentally, 
there are quite a number of 
clock collectors in your area. 
Contact Earl T. Strickler of the 
NAWCC, 333 N. Third St., 
Columbia, Pa., for addresses. 

* * *K 

EVERYBODY’S GOT A HOME—When 
and by whom was this watch 
made: Home Watch Co., num- 
ber 774823, key wind? — Mar- 
tin’s Jewelers, Auburn, Calif. 

Answer: It was a cheaper 
product of the Waltham Watch 
Co. It was 18-size, seven or 11 
jewels and had a steel balance. 
My records further show that 
only 1000 were made in the 
series in 1899. However, it is 
not sought after. 











Some of our sales repre- 
sentatives who have en- 
joyed years of successful 
selling with Keepsake are 
now getting ready to retire 
with full benefit from our 
outstanding profit sharing 
fund. 


Communicate in strictest confidence with 


GENUINE REGISTERED 


=A = OF~%— 50S 


DIiA MON D 


Therefore, America’s larg- 
est selling diamond ring 
line will have a few open- 
ings in 1961 for career 
salesmen who have the de- 
sire and ability to earn 
larger incomes. These men 
will represent a product 


Sales Department 


120 East Washington Street 
Syracuse 2, N. Y. 


A CAREER OPPORTUNITY NOW AVAILABLE TO A 
FEW MEN WHO SEEK LARGER INCOMES IN 1961 


A. H. POND CO. 


of quality and integrity, 
pre-sold by the largest ad- 
vertising program in the 
diamond ring field. Every 
sales aid and support will 
be given to the men se- 
lected, along with many 
fringe benefits. 
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CLASSIFIED ADS 


New rates start with March 1960 Issue 


RATES AND REGULATIONS Remittance in Advance 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 
tional words 25 cents per word. 

“HELP WANTED’’—‘“‘LINES WANTED’’—and ‘“‘SIDE LINES’ — 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 
25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


Name, Address, Initials and Abbre- @ Advertising matter addressed to 

viations count as words. classified advertisers will not be de- 
livered. 

lf answers are to be forwarded, 20 @ Classified ad form closes 10th of 

cents extra to cover postage must the month preceding date of issue. 

be enclosed. @ A box number when used in ad 
counts as five words, that is, Ad- 

No Agency Commission. dress #13, care of J C-K.”’ 


In answering Box Numbers address envelope "Box —, care of Jewelers 
Circular-Keystone, unless otherwise instructed. In answering ads, do not 
enclose letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 


Se SSeS Se eS SS eS eS SS SS SSS SSS SSS SSS SSS SSS FSF SF SSS SSeS SSS SS SS ee 
OS Gg EOE ET, OE : ay VERY UNHAPPY WITH PRESENT 
PE a ee ne ee ee POSITION; stymied by ancient  in- 

an Ep ee iy flexible management; outstanding re- 
SITUATIONS WANTED ae tail credit sales executive *, now avail- 
; a ww Pere: able to you; address, “S, 6186,” care 


of JC-K 





WATCHMAKER, wants permanent posi- 
‘ P tion as watchmaker; 15 years’ experi- 
DIAMOND RING SALESMAN; young, ence in shop, jewelry repair, stone set- 
aggressive; $30,000 yearly earn- ting & sales; conscientious, bondable, 
* * , *. 1 . : > ¢ ” 2 3S 6 635 99 < > 
ings; consistently with nationally sober, family ; address, “I, 6351," care 
known ring firm for 10 years; niet 
traveling middle Atlantic states; MANAGER, 31; family; experienced in 
best references; will entertain and chain operation; presently employed ; 
‘Il Rees f S enable excellent diamond and display man; 
besa br ocate Ce EEE minimum $7800, plus commissions; lo- 
proposition; principals only; ad- | cation optional; address, “S, 6280,” 
‘-K. 


dress, “Ly 6375," care of JC-K. | care of JC- 











EXPERT QUALIFIED jeweler, many 
years’ experience; order work, repairs, 


I HAVE HL AD alban 15 years’ experi- 
oe on sat ty Mage Meron —— gf originals, reproductions; desires  per- 
pairing; 18 E. Cherokee Ave. et “* , : 
ville. Georgi a. manent inside-outside duties with re- 

$e = . tng : aa liable firm; KALISH, 226 E. 53 St., 

ee 

OUTSTANDING New York diamond re- | Ow OUR Re 
tail salesman for New York, Florida, M. AN AGE R, SAT, ESM. AN: desires to 
Calif., or South America ; address, “D | make change to progressive organiza- 
6366,” care of JC-K. tion: thoroughly qualified, chain store 

ees ae eee et background; experienced in displays, 

YOUNG LADY, many years’ experience | promotions, selling, collections ; ad- 
in wholesale and AA te jewelry line; | dress, “J, 6349, ” care of JC-K. 
desires position in order and repair de- | - - 
partment ; A-] references; address, | (CERTIFIED GE MOLOGIST AGS; col- 
“615,” care of JC-h lege graduate, selling and administra- 

re nace aeogge a tive ability; 10 years with internation- 

LE. DING. ‘RE DIT DI AMOND SALES- | ally known jewelry house; early 30's; 
MAN peste 5 day week job, reputable | seeks position with amaveasive firm ; ad- 
New Jersey store; minimum starting | dress, “A, 6343,” care of JC-K. 
salary $125; mid fifties; bondabie; ad- | 
dress, “S, 6270,” care of JC-K. | MAN, 25 years’ experience in retail 

eens jewelry; graduate member, American 

BOOKKEEPER, female, full charge; | Gem Society; 53 years of age, wishes 
thoroughly experienced in diamond and | to relocate; personable, dependable ; 
jewelry line; also selling Serene ; moderate salary to prove worth; ad- 
excellent references; New York City; | dress, “B, 6372,” care of JC-K. 
address, “C, 6386," care of JC -K. | — 

—— : —— | MANAGER, BUYER, SALESMAN; top 

BENC H-H. AND JE WE LER, stone and | experience in all phases of jewelry op- 

diamond setter; apprenticed in Scot- | erations; gemologist and watchmaker ; 

land; 10 years’ experience; age 25, | worked in better stores and department 
married; desires _ rmanent position: | store: at present with nationally known 
K 





























address, “D, 6373,” care of JC-K. organization; address, “M, 6364,” care 
— ——_——_——— of JC-K 
MAN, 35, married, 2 children; with 15 
years of complete jewelry store expe- DIAMOND SETTER; college graduate: 
rience ; desires manager position; com- 30 years’ experience on fine goid and 
petent & reliable; will give references ; platinum work; wishes to locate in the 
address, nF 6347," care of JC-h. deep South or Texas; trade shop or 
— —__—_— — jewelry store; best character and trade 
DI AMOND R ING SAL ESMAN with per references; address, “G, 6381,” care 
sonal following calling on retail jewel- of JC-K. 
ers in Michigan, desires top manufac- 
turers’ or importers’ line; finest ref- SHOWROOM MANAGER OR ASSIST- 
erences; address, “S, 6355,” care of ANT; experienced all phases jewelry 
JC-K. store and office procedure; desires po- 
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sition in Atlanta Merchandise Mart; 
mature, young woman, single; excellent 
references; address, “W, 6365, care 
of JC-K. 


TATCHMAKER is seeking position 
where the finest of watch repairing is 
an important asset to the store; 25 
years’ experience; 11 years at present 
location; top salary; Los Angeles or 
surrounding area; address, “BB, 6559,” 
care of JC-K. 








MANAGER OR SALESMAN with long 
years of experience in traveling, whole- 
sale and retail jewelry; conscientious, 
neat appearance, desires connection 
with progressive firm; prefer Ohio or 
Indiana; excellent references ; address, 
“S, 6345,” care of JCc-K. 





WATC H M AKE R: “45 5 years’ experience; 
watch repair, clock repair, ring sizing 
and salesman; good habits: very re- 
liable and trustworthy; age 37; can 
furnish reference from present em- 
ployer; South or West prefe + Sa ad- 
dress, “M, 6354,” care of JC-K. 





CER TIF TE D GEMOLOGIST: college 
graduate; presently and last 10 years 
manager large volume jewelry store; 
age 36, married, 3 children; seeking 
position with attractive future at man 
ufacturing or retail level; will travel; 
address, “C, 62 a4,’ care of JC-kKk. 





DIAMOND BU YE R, SALESMAN; qual- 
ified in all phases of assorting and pric- 
ing loose goods shipments plus 10 years 
selling experience with successful fol- 
lowing in N. Y. C., seeks position with 
firm firm desiring versatile diamond 
man; address, “H, 6359,” care of JC-K. 








JUNIOR WATCHMAKER, engraving, 
jewelry and stone setting: available 
after graduation from Bradley School 
of Horology, February 20th; prefer 
wees with reliable firm in Arizona or 

California; age 20, have fine set of 
tools: SIDNE Y VAUGHN, 311 8S. C St., 
Monmouth, Illinois. 

SWISS W ATC HM AKE R with school de- 
gree, married, seeking a permanent po- 
sition as a watchmaker with respunsi- 
bility; 6 years’ experience in several 
watch factories in Switzerland: now in 
UL. S. A.; experienced in buying and 
selling of watches; references avail- 
able; in possession of own tools; ad- 
dress, “S, 6369,” care of JC-K. 





LINES WANTED 


DIAMOND SALESMAN covering small 
and large towns in Middle Atlantic 
States for 12 years, enjoying '% mil- 
lion dollar volume; now available 
for diamond, stone rings, wedding 
rings, watch lines, catalogue lines, 
etc.; interested in one good major 
line or several lines; will entertain 
any reasonable proposition; will re- 
locate; address, “A, 6376,” care of 


JC-K. 


SALE SMA AN ; highly « expe winced and | well 
known throughout the industry; desires 
topflight line for West Coast; excellent 
personal ae: address, “R, 6108,” 
care of JC-K. 





TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS 
REPRESENTATION available; write 
TOLA TUMBLEWEEDS, Southwestern 
rift and Jewelry Traveling Men’s As- 
sociation, c/o Ben Waldman, Executive 
Director, Suite 2004, THE DALLAS 
TRADE MART, 2100 Stemmons Free- 
way, Dall: is 7, Texas. 

GOL DEN OPPORTUNITY FOR MAN. 
UFACTURERS; one of the Nation’s 
highest ranking representatives 
covering Eastern States, New York 
to Michigan for the past 32 years, 
traveling 35 weeks a year desires 
14K solid gold lines, platinum, 
diamond lines, traveling clocks & 
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watch promotion lines, emblem 
rings, gold bracelets, etc; has most 
powerful connections in the East 
with jobbers, credit stores, discount 
houses, department & large retail 
stores; you cannot fail with this 
business builder; if you have a 
good line for me contact me at 
once; commission basis; address, 


“TI, 6352.” care of JC-K. 


COSTUME JEWELRY salesmen, selling 
to jewelers, department stores, dress 
shops, etc., wanted to sell jewelry dis- 
plays from photos; liberal commis- 
sions: address, oy 6350.”’ care of JC-K. 

SALE SMEN ; esti ablished follow ing among 
jobbers and chain stores to carry a 
popular priced gold stone ring line: 
state experience, territory, references: 
drawing against commission; address, 
“Cy 6289,"’ care of JC -K 

Ss AL LE SME N to represent established 

manufacturers 10K _ gold. ring line ; 

ladies’, men’s, misses’, boys’ and babies’ 
colored stones and signets; selling to 
wholesalers; commission basis: ae 

B LENIBERG, 30 Court St., New: ark, I N. J. 








_- 


SAL ESMEN with established territory 
calling on retail stores; manufactured 
line ladies’ 14K stone rings, pear! rings, 
14K crosses, gents’ 10K stone rings: 
drawing against commission; excep- 
tion il + {age - references; address, 
“J, 6299,” care of JC-K. 


—_— ——_—__ = 


SALESMEN;: cstalliched territory, re- 
tail and department stores; Mid- 
west, Southwest, South; specialized 
rings and jewelry featuring displays 
and mats; state experience and 
reference; address, “L, 6379,’ care 
of JC- K. 

SOU THW ES TERN & EASTERN TER- 
RITORY, New York City excluded; 
available to aggressive man _ with 
good store following to represent a 
well established cultured pearl 
jewelry house; give all details in 
application; confidential; address, 


“S, 6374.” care of JC-K, 
M. ANU FACTURER (not wholesaler) of 


an extensive and complete line of 
14K small and large charms seeks 
salesman covering New England 
also man covering South, Texas, 
ete.; this is a top line priced to 
meet competition; must handle an- 
other re putable line; address, **M, 


6 368," care of JC-K. 
EMBL EMATIC JEWELRY SALES- 


MEN; best quality, complete selec- 
tion of emblem costume jewelry; 
sell from few trays and catalogs to 
fraternal dealers, regalia mfrs., spe- 
cial outlets; most territories open; 
territorial protection; commission 
basis; write full particulars; RALPH 
SINGER CO., 656 N. Western Ave.. 
Chicago 12, Hl. 

WEST COAST SALESMAN covering 
retail jewelers and dept. stores; will 
represent a well established manu- 
facturer of fine quality (priced to 
sell) ladies’ and gents’ stone rings. 
cult. pearl rings and wedding rings; 
many established accounts in Calif.; 
wonderful opportunity for energetic 
go-getter; liberal commission plus 
bonus; state experience and give 
references; address, “D, 6323,” 


eare of JC-K. 
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HELP WANTED 


SEE OUR AD ON PAGE 204; GRUEN 
W ATC H co. 

SEE OL R AD ON PAGE 218; A. H. 
POND & CO. 


SEE OUR AD ON PAGE 198; Box 
#“B, 6342,” care of JC-K 


SEE OUR AD ON PAGE 98: LEON. 
ARD KROWER & SON, P. 0. Box 
330, New Orleans, La. 


SAL ESMEN to sell Manufacturer’ s dia- 
mond set rings; also 14K charms 
and bracelets; address, “R, 5945,” 
eare of JC-K. 


SAL LE SMEN W ANTE D to represent lead- 
ing 14K gold charm line; many terri- 
tories still available; M& M JEWELRY 
CREATIONS, 50 Eldridge St., New 
York 2, N. Y 

W ANTE D experienced combination re- 
pairman-watchmaker; able to do some 
stone setting: Ohio; steady; give ex- 
haere in reply to “K, 6348,” care of 

(-K, sti ating expected salary. 


Ww ANTE D EXP ERIENCED JEWELER 
and stone setter; year round position; 
WORGErT opportunity for right per- 

nm; send reference to IMPERIAL 
JE WELERS, Boca Raton, Florida. 
ENGRAVE R, E XP EE R [E NC E D, who can 
do minor jewelry repair work; steady 
job in pleasant environment; Milwau- 
kee; write qualifications and salary ex- 
pected ; address, “S, 6144, care of 
JC -K. 




















Ww A TC HM. AKE WR experienced; five day 
week ; ideal working conditions in 
Northern Ohio City; permanent job; 
state age, experience, salary expected, 
in first letter; address, “R, 2165,” care 
of JC-K. 


EXECU TIVE with thorough knowl- 
edge of the watch business to as- 
sume sales managerial duties of 
nationally distributed quality watch 
line; write, TISSOT WATCH CO., 
375 Park Ave., New York 22, N. Y. 


SALESMAN with following to carry com- 
pact but comprehensive diamond line 
including pearls, Linde stars, wedding 
ring, mountings; Midwest and South; 
self selling catalog: non-conflicting 
side line permitted; address, “V, 6363,” 
care of JC-K., 

JEWELRY SALESMAN, capable of 
taking over complete running of 
special order jewelry salon; earn- 
ings $10,000 or more for right man 
with initiative and some capital; 
TIBOR DESIGNS, 272 N. Rodeo 
Drive, Beverly Hills, € Calif. 


Ss AL E SM AN. M AN. (GER: ‘ salary com- 
mensurate to ability in jewelry firm 
established in Northeast part of Ohio 
for over 20 years: volume $200,000: 
interested party may participate in 
profits or ay interest in corporation ; 
address, “H, 344,” care of JC-K. 


ESTABLISHED SALESMAN: if you 
would like to carry an additional 
line of loose and mounted goods for 
a large original New York Cutter 
write to Box “J, 6383,” care of 
Jc-K; all replies strictly confiden- 
tial; territories open. 


JE WELER, all around man, wanted by 
a Los Angeles fine jewelry manu- 
facturer; guaranteed employment 
and advancement, pleasant working 
conditions; top man only; replies 
to EDWARD DOMINIK, 220 W. 
Sth St.. Los Angeles 13, "Cal. 




















WANTED AT ONCE; first class en- 
graver-jeweler for fine retail and 
wholesale diamond shop; must be 
steady and sober; excellent working 
conditions; contact McTEER DIA- 
MOND & JEWELRY CO., 8th & 
Houston Sts, Fort Worth, Texas. 








EXPANDING leweley chain needs first 
class sales manager; several loca- 
tions open; top salary scale, plus 
possibility of supervising several 
stores; we are willing to pay for the 
job; address, MR. C. J. SILVER, 
14 W. 7th St., St. Paul, Minnesota. 


SALESMEN with established territory 
for the West Coast; to carry a popu- 
lar priced gold ring line and dia- 
mond line; commission and draw- 
ing; state experience, territory and 
references; SCHWARTZ JEWELRY 
CoO., INC., 850 Elk St., Buffalo 10, 
Ne Ee 


MANAGER, experienced for credit 
jewelry store in upper Midwest; 
town of 35,000; must be good 
salesman; top salary, plus percent- 
age, bonus and fringe benefits; re- 
plies confidential; STAN GOOD- 
MAN, 518 Bremer Arcade, St. Paul, 


Minn. 











RING MANU FACTURER established 
over 50 years has excellent oppor- 
tunity for working foreman with 
extensive experience in all phases 
of diamond and stone ring manu- 
facturing; send resume; _ replies 
confidential; “i. eee” 
care of jC-K 


MALE OR FEMALE HEL P WANTED; 
Brooklyn retail store desires capable 
person to take full charge of silver- 
ware department; must be 
thoroughly familiar with buying 
and selling all types of flatware, 
plated and sterling, also hollow- 
ware: write “629,” care of jc -K. 











LARGE GROW ING EASTERN Cc HAIN, 
having stores in the Northeast and 
Florida, has openings for experi- 
enced jewelry men as managers or 
assistant managers; good salary, 
pension plan and other benefits; 
write, S. W. RUDOLPH, RU- 
DOLPH’S DEPENDABLE JEWEL- 
ERS, 541 S. Clinton St., Syracuse, 
N. Y. 


SALESMEN WANTED: ring manufac- 
turer seeking South, North Central, 
Upstate New York representation; 
must have established following 
among department stores, jewelers, 
distributors; commission basis; re- 
lated but non-conflicting lines, ac- 
ceptable; address, “E, 6367,” care 
of JC-K. 

JEWELRY SALESMEN WANTED for 
imported 14K gold filled line; out- 
standing in design and workman- 
ship; sole distributor of West Ger- 
many’s leading manufacturers with 
stock in U. S.: open territories; 
Florida, Chicago area and New 
York City; commission; address, 


“DPD, 6248,” care of JC-K. 


OPENING IN NORTH CAROLINA for 
experienced man who understands 
credit jewelry business from A to Z; 
none other need apply: married man 
preferred and must be capable of pro- 
moting, window dressing, credit and ad- 
vertising ; permanent future with good 
firm: give full particulars in first let- 
ter; address, “S, 6284," care of JC-K. 














WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions ; 
exceilent working conditions; high pay; 
state age, experience. People’s Watch 
Repair Company, 245 23rd St., Toledo, 
Ohio. 





AMAZING LINE for jewelry salesmen ; 
retail jewelry store following; sell ex- 
clusive, patented Vari-Gem ladies’ and 
gents’ gold stone ring line with inter- 
changeable stones; compact line; ex- 
cellent commission; territories open: 
Calif. (north of Los Angeles), Mich., 
New York State, Penna., Ga., & Fla.; 
write, DAVID PFEFFER CoO., INC., 
106 Fulton St., New York 38, N. Y. 


SIDELINE [Al 








SALESMAN for West 
Coast territory by reliable house 
selling fine mens jewelry; must be 
aggressive; experienced’ excellent 
following among leading mens 
jewelry wholesalers; carrying com- 
panion non-conflicting line; on 
commission; Ariz., Calif., Colo.., 
Idaho, Mont., Nev., New Mex., Ore., 
Utah, Wash., El Paso; replies con- 
fidential; address, “S, 6362.’ care 
of JC-K 


"ATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; empioyee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility ; positions open in the 
East, South, Midwest and Southwest; 
address “Circular Box 356,” 360 N. 
Michigan Ave. , Chicago, Illinois. 


EXCELLENT OPPORTUNITY FOR 
SALESMEN; America’s leading line 
of scarab jewelry, fully promoted 
with merchandise aids, seeks sales 
representation in the following ter- 
ritories: New England, New York 
City and State, and Ohio, Indiana, 
Kentucky; established accounts; 
drawing; one additional compatible 
line permitted; write ADMARK, 714 
Sansom St., Phila. 6, Pa. SEE OUR 
AD ON PAGE 81. 


DIAMOND RING SALESMAN wanted 
for established territory; Illinois, 
Iowa, Minnesota, Wisconsin: nation- 
ally known outstanding promotional 
diamond ring manufacturer seeks 
aggressive, promotionally minded, 
established and experienced sales 
representative; write full resume of 
your experience, background and 
retail following in your first let- 
ter; all correspondence will be kept 
in strictest confidence; write to 
LIEBER & LERNER, INC., 305 E. 
46 St., New York 17, N. Y. 


SIDELINE SALESMAN, Southern | ter- 
ritory ; we require energetic experi- 
enced man carrying related non- 
conflicting line with established 
following top mens jewelry whole- 
salers; selling our nationally known 
mens jewelry to our many accounts; 
Virginia, N. Carolina, S. Carolina, 
Georgia, Florida, Alabama, Louisi- 
ana, Mississippi, Texas excepting 
El Paso, Tennessee, Kentucky; 
commission basis; replies confiden- 
tial; address, “S, 6361,” care of 
jJC-K 


EXPERIENCED SALESMAN for 
Texas, Oklahoma & West Coast; 
top rated, long established firm has 
openings for several good salesmen 
to sell better costume jewelry and 
EXCLUSIVE IMPORTED LINES: 


only experienced salesmen with well 
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established following in fine retail 
& dept. stores need apply; refer- 
ences held in strict confidence; give 
full details in first letter; address, 
VAN LOU, LOUIS FLEISCHMAN 
CORP., 366 Fifth Ave., New York, 


FOR SALE 
Stores, Stocks and Businesses 


CREDIT JEWELRY STORE; Miami 
area; excellent opportunity with proven 
income; address, “R, 6373," care of 
JC-K. 





FOR SALE, JEWELRY STORE; Rocky 
Mountain area; established 12 years; 
top location; address, “M, 6370," care 
of JC-K. 





JEWELRY STORE, York, Pa., ideal -_ 
man operation ; excellent repair and re- 
tail business - WOODRING JEW ELE “R S, 
635 S. Quee n St., York, Pa. 





FINE SMALL jewelry & gift store; 
100% location; only store in town of 
2500; plenty repair; West Central Illi- 
nois; address, “T, 6369,” care of JC-K. 





LARGE STORE; business district; up- 
state New York, established 1905; must 
be seen to be appreciated ; owner retir- 
ing; address, ““W, 6384,” care of JC-ix. 





JEWELRY STORE in fast growing area, 
Southern Calif.; clean stock & fixtures: 
low rent; approximately $12,000 will 
handle ; addre ss, “M, 6371," care of 
JC-K., 





JEWELRY STORE, considered one of the 
finest in the area; Western suburb of 
Chicago; established 8 years; very 
clean operation, x J lines ; address, “Bb, 
6346," care of JC-K 


WIDOW MUST SELL; lower Florida 
East Coast; established, year round 
jewelry business with complete 
pease skilled personnel; ad- 


5 (6383, ” care of JC-K. 





VE RY NIC 5 ST R E “Mette West 
Chester Co., New York : in business 8 
years; with or without stock; terms; 
good lease, low rent: excellent loca- 
tion; address, “K, 6360,” care of JC-K. 





50 YEAR OLD established jewelry store 
for sale in Midwest industrial center: 
all the repair work that 2 men can 
handle and then some; owner wants to 
retire; address, “B, 6371,” care of 
JC-K., 





JEWELRY STORE; Long Island; excel- 
lent opportunity; top location, beauti- 
ful, modern store front, inventory re- 
duced to $11,000; all cash; owner re- 
tiring; address, “M, 6353," care of 
JC-K. 





FINE JEWELRY, gift store; all sterling 
silver guild franchises, fine china, stem- 
ware: established business, new attrac- 
tive store; good lease, best street mid 
California City; address, “S, 6356,’ 
eare of JC-K 





JEWELRY STORE in heart of Tennessee 
resort area; established 15 years; all 
watch, china, crystal, silver lines; new 
front; low, low rent; good payroll 
town; modern fixtures; address, “E, 
6336,” care of JC-K. 





WONDERFUL OPPORTUNITY for 
watchmaker or jeweler to purchase 
well established store in one of finest 
cities near Los Angeles; available be- 
cause of death of owner; address: “W, 
6372,” care of JC-K 





LAWRENCE COUNTY'S finest jewelry 
store for over a fifth century; ideal 
opportunity for watchmaker; inven- 
tory reduced for quick cash sale; ex- 
cellent lease; L. O. WRIGHT, Jeweler, 
Lawrenceville, Illinois. 





BAKERSFIELD, CALIF.; small estab- 
lished credit store; money maker for 
watchmaker or salesman; have larger 
location: account, merchandise, fixtures 
$16,000; buy all or part; write, 1222 
Nineteenth St.; phone, FA 2-2608. 

SMALL JEWELRY STORE; good busi- 
ness for watchmaker and wife; low 
rent, lease if desired; low inventory; 
all modern fixtures for watchmaker; 14 
years same location; close to movie 
studios; sell at once, owner seriously 
ill; price can be a, loc ated in 
Holly wood, ~ ‘alif.: address, “KE, 63558, 
eare of JC 


JEWELRY STORE; excellent loca- 
tion good middle Tennessee town; 
low rent, air-conditioned; unusual 
opportunity to buy _— established 
jewelry business complete with clean 
inventory, fixtures, receivables, etc. ; 
for less than $10,000; CHARLES 
HENNING, HENNING JEWELERS, 
Shelbyville, Tenn. 

ROY’S JEWELERS, TERRE. HAUTE, 
INDIANA; complete store set up; 
mahogany wall and floor cases, 
office, window, lighting fixtures, 
York air-conditioner; everything 
perfect; cost $14,500; sacrifice 
$2800; write all inquiries to MOE 
FLEECE, 1934 Dolphin Blvd., St. 
Petersburg, Florida, 

















CREDIT JEWELRY STORES; 1, 4 or 
more in and around the second largest 
growing area in the United States; 
Virginia’s largest and all American 
City; purchase of inventory not re- 
quired; excellent accounts receivable ; 
top locations, reasonable rent, new and 
in perfect condition; will sacrifice for 
cash: address, “N, 6380,” care of JC-K. 

WATCHMAKING SCHOOL, organized 
1945; just the spot for a _ certified 
watchmaker school fully accredited ; 
credit and approval can be_ trans- 
ferred to new owners; reason for sell- 
ing: have reached the retirement age, 
write FORREST E. PETERS, PETERS 
COLLEGE OF WATCHMAKING, Box 
690, Washington, D. C., for price and 
details. 





FOR SALE 
Tools, Equipment 


ODDS AND ENDS in sterling patterns; 
WANTED: 8 Lady Mary Ice Teas, 
new or used: we also buy; BUSCHE- 
MEYERS ; 667 S. 4th St., Louisville 2, 
Kentucky. 


BUSINESS OPPORTUNITIES 


SEE OUR AD ON PAGE 98, Box 
#+“D, 6374,” care of JC-K. 


AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an _ advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 














CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 195. 
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WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.; promotional liquida- 
tion estate sale; specialists since 1919; 
over 2000 jewelers have used our ser- 
vices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1105 


JEWELERS SALES SERVICE, BUSI- 
NESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years 
sale experience; your reputation 
protected; large results—small fee; 
we pay cash for stores; PHONE. 
WIRE, WRITE, JEWELERS 
SALES SERVICE, 5124 5S. Main 
St., Los Angeles, Calif.; Phone 
MAdison 6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL — CLOSEOUT—RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no _ ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH; We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c on the 
dollar for your inventory, accounts, 
or fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., New York. 
N. Y. Tel PLaza 7-4693. 


MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
vou can afford the best: write. wire. 
phone, MARTY MILES SALES, 
INC., 1817 Stevens Forest Drive. 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


CONFIDENTIAL: do you want to 
quit, sell out, retire in a clean, 
healthy way? You know what |! 
mean; then contact me now as | 
ean discuss this matter with you 
confidentially; I only handle 3 or 
4 stores a year; don’t wait till it’s 
too late and you have to take a loss. 
| can furnish cash to straighten out 
your creditors; just finished in Vir- 
ginia and did over $150.000 in 10 
weeks; I will give you the owner’s 
name on request; contact me now. 


WRITE Box “N, 6385.” care of 


PLATINUM SCRAP WANTED: $3.00 
per dwt; 18K gold, $1.22 per dwt: 
l4K, 95c: 10K, 68c: silwer 65c per oz: 
bonus prices for gold filled; ship as is, 
we'll segregate; L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Ill. 
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WANTED TO PURCHASE CREDIT IN- 
STALLMENT JEWELRY STORE; an- 
nual sales at least $100,000; within 100 
miles New York City; state amount 
inventory, exact address; only inter- 
ested in immediate purchase; address, 

I 


a 


“H, 6368,” care of JC-K. 





OLD GOLD AND JEWELRY WANTED; 
cash immediately for surplus stock, odu 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, ete. ; 
for full particulars, write, WILMOT'S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 








‘ANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
54, Florida. 


SELL "EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by _ return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Zank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee, 


WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Nat’l 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS INC., 462 First Ave. N., St. 


Petersburg, Florida. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K.., 
108 Beale -Ave., Memphis, Tenn. 





NEED CASH? READ THIS: reason 
why I pay up to 25% more than 
others for diamonds, watches, or 
anything around store—I have a 
retail store and manufacturing 
shop; will give much more than 
scrap gold price for old mountings 
ete., check air mail, same day; if 
not satisfactory, will return insured. 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references: Jewelers Board of 
Trade or your bank; contact 
BROMLEY, 35 Fifth St., North, 
(Bromley Bldg.) St. Petersburg, 
Florida, 


OF BUSINESS? You owe it to vour- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores § and 
stocks; write for our free booklet, 
“Dollars and Sense Facts About Sell- 
ing a Jewelry Store.” (See our page 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St., Boston, 
Mass., HAncock 6-3233. 

















MID-WESTERN jewelry chain is in- 
terested in purchasing either cash 
or credit stores in towns of 50,000 
or more; we are the principals and 
can do business immediately; ad- 
dress, MR. C. J. SILVER, 14, W. 7th 
St., St. Paul, Minnesota. 


— ——_+_—___—— ———-—_—_—=— 


WE WANT TO BUY jewelry store, or 
stores, for cash, located in South- 
eastern cities or shopping centers; 
we are one of America’s largest 
jewelry chains; interested in retain- 
ing your managerial and other per- 
sonnel; address, “F, 6279.”’ care of 


JC-K. 


fe) T 


TRADE WORK WANTED: chrono- 
graphs & small watches repaired; ad- 
dress, 516 Fifth Ave., New York City, 
Room 1002; Tel MU 2-37958. 





FAST, QUALITY WORK : repaired, 
timed, polished, ready for customer ; 
TIME SERVICE, Box 331, Worcester, 
Mass.; Air Mailed Anywhere. 








BOSTON, MASS.; expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited; DAVID MIGDAL & CoO., 
109-B Summer St., Tel. HU 2-9547. 





FINE Watch repairing for the trade; all 
work guaranteed for one year; 3 to 5 
days’ service: Watchmaster tested: rea- 
sonable prices; all watches insured; J. 


1 


maker, 101 S. Marion St., Oak Park, IU. 





MID-WEST’S FINEST TRADE SHOP; 
watch repairs to the trade; 5 days ser- 
vice; low prices; one full year guaran- 
tee; STUDIO WATCH REPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
il, 3m 





RELIABLE TRADE watch repairing; ex- 
cellent service; electronically’ timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J. 
CAPARO, 1018 Belvoir Road, Norris- 
town, Pa. 


JEWELRY repairing; new mountings 
furnished; diamond setting; HAROLD 
JACOBSON, 29 E. Madison St., Chi- 
cago 2, Ill. 








ENCRUSTERS; stone and gold seal en- 
gravers; drilling; precious, semi-pre- 
cious stones; HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y. 





JEWELRY REPAIRING, special orders 
hand and machine engraving, diamond 
setting, plating; mail orders” given 
prompt atention; FRIDMAN & HAM- 
MER, 25 Main St., Hempstead, New 
York. 


50 WEST 47TH ST., New York City: no 
manufacturing; air conditioned, sound 
proof offices; from $1500 per annum 
up. 
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Gleamlight Co. 

Goldenstein, Joachim 

Goldner Associates 
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the advertising contract. 


Every care will be 


No allowance will be made for errors or failure to insert.” 


Goldsmith Brothers, 

fining : 
Goldstein-Gerson Co. 
Goodman, Julius, & Son, Inc 
(ordon Brothers 
Gottlieb, Fred’k M., & Co 
(jriffith, Bill, Importing C 
Gruen Watch C 
(;uild of Diamond Experts, 
Guiness, Louis F., Ine 


H 


Handy & Harman.... 
Harteveldt, Henry H., 
Hastings, E. C., Co... 
Herzog & Adams..... as Sct ath a 
Honora Jewelry Mfg. Co 
Houston, George C, . 


Imperial Pearl Syndicate 
International Nickel Co., 
International Silver Co. 

Inside Front Co' 
Incabloe Corp. 
Irons & Russell 
Iroquois China 


Jacoby-Bender, Inc..163, 165, 167, 169, 
Janison-Haertel 
Jewelers’ Circula 

18, 19, 


Juergens & Anderson Co.... 


K 


K S K Jewelry Co 
Kahn-Jacobson, Ine 

Kalbe 7 

Kaplan, Lazare & 

Karlan & Bleicher 
Kasper & Esh, Inc. 

Kassoy, I., Ine.... 

Katz Jewelry Co.. aa wie ee 
Keepsake Diamond Rings...... 
Keppie, : i a Pee 
Kiger, C. A., 

Kinney Co. 

Koulish, Meyer, [7.. 
Krower, Leonard, & Son, 
Kupper, Herman C., 


Larter & Sons. ea ee 

Lefton, George Zoltan & Co.. 

Leveridge, A. ave 

Levine, William, Co... 

Leys, Christie, & Co., 

ee OR FO Serre 

Lindley Box, Div. of Federal Paper 
Board Co. 

Little, George, Management 

Longines-Wittnauer Watch 


M 
Maddock & Miller, Inc 
Mason Box 
MeTeigue & 
Miller, Reginald 
Moed, Theodore 
Movado Watch 


’ 


National Cash 

Newall Mfg. C 

New Hermes, 

Nordt, John C., 

North American Philips C 
Norwegian Silver Corp. 


Oo 


Oneida Silversmiths 
101, 102, 103, 104, Outside Back Cover 
c 


Onyx Art Creators, Inc 93 


Opalite, Inc. 








Pp 


Woodturning Co...... 
a 


Paragon 
Pearls by 


R & L, Mfe. ("09 
Raunheim, Julius, 
Racine, Jules, & 
iRtegent Lapidary 
Rehberger, A. C.. 
Reichman Brothers ..... 
Remington Portable Typewriter Div., 
Sperry Rand Corp. 
Richheimer, Jerome : 
Robinson, Barnett, Ine. 
Renson Corp. 


Sandown & Kendall 
Schmidt, William YV., 
Schneider, William, Ine 
Schuler, George, & 
Sea-Liner Watch C 
Sessions Clock Co........ 
Seventeen Magazine 
Sheaffer, W. A., Pen 
Sheffield Watch Co 
Shteinshleifer, N. Y., 
Silver City Glass Co........ 
Silverman Sales Enterprises......... 
Son & Prins Co. 

Speidel Corp. 

Stein & Ellbogen 

Stevens, David G.. 
Stratton of London, Inc.. 
Swedish Metalcraft, Inc. 
Swirsky & Ehrlich.... 
Svracuse Ornamental C 


r 


Tessler & Weiss, Inc.. 

Texas Instruments, Ine 
Controls Div., General 
ucts 

Thomas, John D., Co 

Toastmaster Products, 
son Co. ; 

Transistor World Corp. 

Traub Mfg. Co. 

Tritt, Harold 


Plate Prod- 


Uitrasonic Industries 
l’neas Mfe. Co. 


United States Time Corp 


Vartanian & Sons.. 
Velvet, Carol Co 
Verd-A-Ray Corp. 
Victor Corp., The 
Victor Settings 


Ww 


Se A “ea décukee be 06606. Be ee 
Watchmakers of Switzerland... .8&, 
/ & 3 aes 
Wefferling, Berry & Co., In 
Westclox, Div. of General Time 
Wideband Jewelry (¢ 

Widess, I... & Sons 

Winson, Charles 

Winston, Harry, 

Wohl, B., 

W vier 


Zodiac Watch & Co. 
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MARGINS & DOLLAR VOLUME 


Profit margins on watches should be left to the 
discretion of the individual retailer, says Johannes 
Miller in the latest issue of the Swiss Watch and 
Jewelry Journal. 

Fixed markups—including, presumably, manu- 
facturer’s suggested retail prices—should be for- 
gotten, he says, and each retailer should calculate 
whatever selling price he finds necessary. 

Dr. Miller feels that fixed prices might be war- 
ranted for what he calls genuine branded watches. 
3y this term he means those which have earned 
special acceptance because of reliable quality 
and intensive advertising. But even with such 
watches, the markup must not be too high. 

Would retail jewelers lose if they were to go 
along with this thinking and ask manufacturers 
and importers to leave the price-ticketing of 
waiches up to the individual seller? Just the op- 
posite, Dr. Miller believes; instead of losing 
ground, jewelers would regain a great deal of 
the watch business which they have recently lost 
to non-jeweler outlets. 

“High profit rates are soft rates,” he says. 
“High profit rates lead again and again to a by- 
passing of the retail jeweler, to semi-black mar- 
kets, to direct sales by wholesalers to consumer, 
etc.”’ ‘ 

Amen. High-profit retail prices are soggy 
prices. High margins provide a red-carpet path 
to department stores and discount stores. High 
margins invite non-jewelers to invade the watch 
business, and give these places excuse for saying: 
“Nationally advertised price—$125; our price— 
$74.95.”" (Why couldn’t the nationally advertised 
price have been closer to $74.95 than to $125?) 

High suggested resale prices are a big reason 
why lots of people believe that the main thing 


wrong with jewelry stores is the price they charge. 

Perhaps suggested resale prices are good in 
principle. But they certainly are not good for 
retail jewelers if they are set so high that other 
outlets move in and grab off a substantial share 
of the watch business, simply because they can 
offer watches for substantially less than the “‘na- 
tionally advertised price.”’ 


This is the third time that this page has raised 
the question: Do high markups endanger the 
jeweler’s control of the watch business? 

The very question, of course, invites criticism 
from quarters where the cry, now as in the past, 
is for a high markup to offset low turnover. But 
jewelers who think like that will continue to lose 
more and more watch sales ... and silverware 
sales ... and diamond sales. 

It is fortunate that, here and there, voices in 
the jewelry industry are beginning to ask: 

Are we immune—can we hope to be immune— 
from the laws of the market place? Regardless 
of turnover or price, can jewelers count on some 
sort of divine right to survive? 

Shouldn’t we do all we can to remove the 
stigma of high price from our public image by 
offering quality merchandise at attractive tickets? 
Right now, on the eve of increased wedding sales 
occasioned by the marriage boom which is due to 
start within a year or two, shouldn’t we demon- 
strate to the public that jewelry store prices are 
not out of line with those charged by other stores? 

Faster turnover, encouraged by lower resale 
prices, can lead the jewelry industry to new 
heights, and new security, during the Sixties. 
We’re in the middle of a Distribution Revolution. 
Let’s be sure we are on the winning side. 
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BELFORTE ADDS 
NOBILITY AT *14” 





Insists on quality in 
every price range 





With the introduction of 
the Belforte Nobility watch 
series, Belforte (a subsidi- 
ary of Benrus Watch Com- 
pany) has moved to return 
the “Under $15” watch 
business to the retail jew- 
eler. This is in line with the 
Benrus policy of offering 
quality merchandise at 
every price level. 

To acquaint the public 
with the new Nobility 
series, Belforte plans a 
strong introductory mer- 
chandising campaign to be 
backed by powerful national 
advertising. 

The Belforte Voyager 
series, retailing at $19.95 
and introduced with na- 
tional advertising in 1960, 
has been so successful that 
the line has been expanded. 





‘“Sweepstakes’’ 
Winners Reap 
$10,000 


The Benrus Watch Com- 
pany announced that 550 
retail jewelry salesmen 
shared the $10,000 in prizes 
in its “Guarantee Sweep- 
stakes.” 

Substantial benefits were 
also shared by local jewel- 
ers themselves because the 
sweepstakes gave salesmen 
added selling incentive re- 
sulting in higher priced and 
more profitable watch sales. 

The sweepstakes lasted 
five weeks—from November 
28 to December 31—with 
110 winners drawn each 
week. Entry forms accom- 
panied the Benrus Three- 
vear Guarantee Certificates 
tilled out by Benrus custom- 
ers with the help of their 
retail salesmen and mailed 
to Benrus. The individual 
winning salesmens’ names 
were drawn each week, 





“Want Creators’’ to Keap Sales in 1961 
_ Says Pres. of U.S. Chamber of Commerce 
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UNUSUAL"“WINTER SALE” TO BRING 
BIG PROFITS TO RETAIL JEWELER 





A broad new approach to 
quality watch merchandis- 
ing, in the form of a unique 
Winter Watch Promotion, 
was revealed by Benrus ex- 
ecutives who personally 
visited 22 major markets 
to present the Benrus Win- 
ter Sale Promotion to retail 
jewelers. 

“This promotion,” said 
Mr. J. K. Lazrus, Execu- 
tive V.P., “will allow the 
consumer to obtain famous 
Benrus watches, Uncondi- 
tionally Guaranteed For 
Three Full Years, at the 
lowest prices in the history 
of Benrus. And, most im- 
portant, it will permit the 
retail jeweler a generous 
profit margin.” 

Mr. Lazrus showed dra- 
matic in-store display ma- 
terials and mats for dealer 
tie-in ads, of a type never 





before used by retail jewel- 
ers, to feature bulls-eye, 
self-evident value prices— 
$24.73, $30.13, and $38.79 
on new ladies’ dress, men’s 
waterproof and self-wind- 
ing watches. 

According to Mr. Lazrus, 
this is the most imagina- 
tive promotion ever created 
for building store traffic 
and profits. “It has been 
created to dramatize to the 
fullest the bargain excite- 
ment of first-rate consumer 
values. 

“The Winter Promotion,” 
Mr. Lazrus concluded, “will 
last until April 30 and is 
but one decisive step in the 
continuing policy of Benrus 
to create the means by 
which the retail jeweler 
can compete at fair profit in 
today’s price-and-quality- 
conscious market.” 











Customers Demand Quality 





The notion of quality 
probes like a worm in the 
minds of consumers today, 
Julian Lazrus, Benrus pres- 
ident, recently wrote in a 
letter addressed to leading 
editorial writers and com- 
mentators. 

Today’s consumer has the 
militant expectation that 
he is entitled to merchan- 
dise that does what is 
claimed for it, Mr. Lazrus 
said. And he’s entirely fed 
up with products that “look 
good,” but let him down in 





performance, reliability, 
and long life. 

For its part, the press 
has echoed this growing re- 
frain on the business pages 
of leading newspapers and 
in feature articles in such 
magazines as Time and 
Business Week. 

Businessmen and mer- 
chants, Mr. Lazrus ob- 
served, are well advised to 
note and be guided by the 
fact that quality, value and 
service are at the top of con- 
sumer list of musts for 1961. 








The smart merchant and 
real salesmen who know 
the odds and how ‘to play 
them, read opportunity, not 
discouragement, in the eco- 
nomic predictions for 1961, 
Arthur H. “Red” Motley, 
president of Parade Publi- 
cations and the United 
States Chamber of Com- 
merce, told the Benrus sales 
organization at the com- 
pany’s New York sales con- 
ference in January. 

“People are surprised to 
learn that for 148 of the 
161 years the government 
has been gathering ‘statis- 
tics on national growth, 
business has turned in a 
better performance than 
for the year before,” he 
said. “So the odds are ob- 
viously going all the time 
for good ideas which are 
aggressively and imagina- 
tively promoted.” 

This is a time, though, 
when lots of fellows on the 
right track take time out 
to sit down for a while, he 
told the Benrus salesmen. 
Result: they get run over 
by the “want creators” with 
a good idea and the deter- 
mination to sell it. 

“This Benrus Winter 
Sale of yours is just suchan 
idea,” he said. “It has qual- 
ity. It has price. And, as 
an exciting promotion, it 
creates for the retail jew- 
eler the means by which he 
can compete in today’s mar- 
ket at a fair profit. The 
alert retailer will recognize 
this and make the Benrus 
Winter Sale his own.” 


Adolphe Vallat 


The watch industry 
mourns the loss of one of 
its great leaders in the 
death of Adolphe Vallat, 
formerly director and 
commercial administra- 
tor of Omega. Mr. Vallat 
will long be remembered 
for outstanding contribu- 
tions to our industry. 





























A NEW 
EXPRESSION 
of 
TRADITIONAL 
DESIGN! 


“Affection” in Community Silverplate 


For complete details on this newest Community 


Silverplate pattern... traditional design in 4eauty 


&& that sells... see pages 101, 102, 103 and 104. 


Oneida Ltd. congratulates the G.I..A. on its 30th anniversary. 


Community Silverplate by Oneida Silversmiths 


Heirloom* Sterling Tudor Plate Oneida Community* Oneidacraft* Stainless 
188] @ Rogers @- Silverplate Community* Stainless Oneida*t Dinnerware 


*Trademarks of (neida Ltd., Omeida, N.Y 
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